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How a High Level Economy May Look in 1955 


Thwing, Hearst 
Big Creditors of 
Wm. Wise & Co. 


New York. Dec. 24—The adver- 
tising agency of Thwing & Altman 
Inc. is a creditor of William H. 
Wise & Co. for about $130,000, ac- 
cording to attorneys for the book 
publisher. 

This emerged at a hearing in 
referee's court this week. The pub- 
lisher, who has filed a voluntary 
bankruptcy petition proposing an 
eventual 100% settlement of its 
$1,000,000 indebtedness (AA, Dec. 
22), was allowed to continue in 
business, under court order, until 
March 31. 

On Jan. 26, Wise must file a 
profit and loss statement for the 
last six months of 1952, which will 
partially determine whether any 
indemnity will be sought by the 
more than 200 creditors, while the 
company continues in business. 


@ The largest creditor, according 
to attorneys for the book publisher, 
is Hearst Publishing Corp., for 
about $200,000 (Hearst attorneys 
say the debt is closer to $185,000). 

The amount of indebtedness to 
individual creditors (there is a 
list of several hundred names) has 
not been filed. 

Whether Wise will be able to 
pull out of its financial difficulties 
remains a moot point, although 
Hearst attorneys expressed confi- 
dence that the debtor would be 
successful. 

An attorney for one creditors’ 
group said his people were like 
“babes in the woods” in their 
knowledge of the company’s future 
and suggested an independent 
audit of the company’s books to 
see 1f they coincide with the even- 
tual profit forecast by Wise. But 
others pointed out that such an 
accounting, because of the nature 
of the book publishing business, 
would be virtually impossible 


@ Wise President John J. Crawley 
said his company “isn’t a dead 
horse,” at which the bankruptcy 
judge, apparently irked by some 
of the delay required in getting the 
(Continued on Page 8) 


Table 26.—A 
A Pattern of Expenditures for 1955 


Note: These estimates are not forecasts. 
rosperous as the past five postwar vears, with allowanee for growth. 


the period through 1955 would be about as 


measure of the Nation's markets after the defense build-up 
on the Assumption That a High Level of General Business Activity Can Be Maintained 
[Unit: Billions of 1951 dollars} 


They represent #.possible set of estimates of expenditures consistent with the assumption that 
Even if all of the assumptions 


underlying these estimates were to prev ait in 1955, the businessman would stili need to examine the estimates in the light of his own experience 


and judgment. See 


text for the details of the assumptions and methods used in developing this pattern 


Total gross national aeten 


Gov —— purchases of goods and services 


National ‘security 
Other purchases. 
State and local 


Product available for private use 
Gross private domestic investment. . 


Fixed investment Seti. . 
Nonfarm producers__ 
Equipment. 
"lant 
Farm producers 
Equipment 
New construction 
Residential—nonfarm 
Institutional 
Change in business inventories __ 


Net foreign investment 
Personal consumption expenditures 
Durable goods 


Nondurable goods 
Services 


Caleu- | Caleu- 
lated | lated 
(assum- | (assum- 
ing a high , jing a high 
evel of level of 
business business 
jactivity), activity 

1955 1955 


Actual, 
1951 


inued 


Personal 
Nondurable goods.........._____- 
Food and tobacco: 
Food including alcoholic beverages - 


Tobacco products and — sup- 
plies... 


NNNCD Ww | 


Clothing and shoes 
Shoes and other footwear 
Clothing and accessories 


g # su 


- 
x 


Other nondurables 
oilet articles and preparations. 
Semidurable housefurnishings aeeaene 
sheetings, etc.) 
Fuel (except gas) and ice 
Drugs, preparations, and sundries 
Gasoline and oil 
Magazines, newspapers, and sheet music - - 
Miscellaneous nondurables '_ 


Services 


83 


= wreineoo SS 


P ere a) 
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Household operation 
Household utilities 
Telephones, telegraph, cables, and wire- 
less 
Domestic service 
Other household operation services _ - 


Non 
ou 


Personal consumption expenditures 
Durabie goods 
Autos and parts 


Tires and tu 
Parts and ete 


New cars and ant purchases « races 


F urniture —_ major household equipment 


Furnit 
Floor coverings. 


Refrigerators, washing and sewing 
machines, miscellaneous electrical 

cooking 
and portable heating equipment 

China, glassware, tableware, and uten 


appliances (except radius 


sils 
Other durable housefurnishings, 
cluding products of custom estab- 
lishments and writing equipment 
Radios and television receivers, pianos 


and other musical instruments 
Other durables: 
Jewelry and watches 


Ophthalmic products and orthopedic 


appliances 
Books and maps ee 
Miscellaneous durables 


an 
and luggage 


SHAPE OF THINGS TO COME—This tabulation is from 


Details of Personal Consumption Supenditarce 


ineluding 


Housing—owner and tenant-occupied, etc 
Personal services 
Cleaning and dyeing, alterations, etc., 
of garments 2 
Laundering in establishments 
Other personal services 
Barber shops, beauty parlors, and baths 


Medical care and religious activities 
M care and death expenses 
Religious and welfare activities... - 


Personal business services 
Expense of handling life insurance 
Other personal busin legal services, 
brokerage charges and interest, bank 
service charges, etc ) onéen 


Pri ate education and foreign travel 
2 ~vate education and research 
in- Foreign tra. <i and remittances—net 
Recreavonal services 
Motion picture theatres 
Other commercial amusemen.> 
Other recreational services 


Transportation services 
utomobile repair, 
surance, etc 

Purchased local transportation 
Purchased inter-city transportation 


greasing, tolls, in- 


“Markets After the Defense Expansion,” to be published | 


Monday by the Department of Commerce. It attempts to assess what the economy could look like in 1955 
—after defense spending has tapered off—if business does an intelligent job of expanding civilian mar- 
kets. Shown here is a possible breakdown of personal consumption expenditures under such an econ- 


omy, in terms of 1951 dollars. 


King-Sizers 


Spark 


1952 Cigaret Sales 


New York, Dec. 26—The ciga- 
ret industry—paced by the mush- 
rooming sales of the king-sizers— 
had another banner year in 1952. 

The annual Business Week sur- 
vey, appearing as a copyrighted 
story in the Dec. 27 issue, will re- 
port estimated sales of 395 billion 
cigarets this year, an alltime 
high and a 4.3% increase over ’51. 

Camel held on to its leading 


position, but the big story is the 
continuing surge of king-size 
brands. 


s According to the sales figures 
prepared for Business Week by 


Walter E. Knight of the Univer- 


sity of Louisville, these are the 
inroads made by the elongated 
cigarets in 1952: 


1. They increased their share of 
the market from 12.2% to 18.1% 
Sales of the kings went from 46.3 
billion in 1951 to 71.5 billion in °52. 

2. Pall Mall bowled its way past 
Philip Morris into fourth place 
among all types of cigarets. 

3. Herbert Tareyton, like Pall 
Mall an American Tobacco Co. 
cigaret, pushed past Kool into 


seventh place. 
King-size Chesterfiel 
(Continued on Page 44) 
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Last Minute News Flashes 


Diamond Crystal Uses 90 Dailies for Premium 

New York, Dec. 26—Diamond Crystal salt division of General Foods 
Corp. is preparing a special promotion for its premium offer of six 
steak knives for $1 to be featured in January and February. Announce- 
ments will break next month in 90 newspapers in midwestern, east- 
ern and New England cities, and in January and February issues of 
several store-distributed magazines. Benton & Bowles is the agency. 


Henry Lowe Named V. P. of Lennen & Newell 

New York, Dec. 26—Henry W. Lowe, for the past two and one- 
half years a v.p. of William Esty Co., has joined Lennen & Newel! as 
a v.p. Mr. Lowe worked with Compton Advertising from 1936 until he 
joined Esty, with time out for a hitch as a naval lieutenant. 


Daly, Kummel Advanced by Weintraub 
New York, Dec. 26—William H. Weintraub & Co. has elected Kay 
Daly and Eugene Kummel as v.p.s of the agency. Formerly fashion 
editor of the Chicago Herald American, Miss Daly has been with 
Weintraub four years. Mr. Kummel joined fiv qyears ago from Young 
& Rubicam. 
(Additional News Flashes on Page 45) 


For ‘Post-Defense’ ... 


$20 Billion Gain 
Needed to Keep 
Economy Rolling 


Personal Expenditures 
Must Increase 8-10% 
by ‘55, Commerce Says 


WASHINGTON, Dec. 26—While the 
U. S. economy can anticipate 
another boom year in 1953, the De- 
partment of Commerce warned to- 
day that the business outlook for 
the not-too-distant future will de- 
pend largely on intelligent plan- 
ning by business leaders. 

The department’s carefully pre- 
pared appraisal of “Markets After 
the Defense Expansion” estimated 
that national prosperity would re- 
quire a gross national product of 
$365 billion in 1955, in terms of 
1951 prices. 

| This represents an increase of 
8% to 10% from recent levels, and 
in the light of prospective declines 
in capital investment, would seem 
to require a $20 billion increase in 
personal consumption expenditures 
| for goods and services. 


|@ Prepared by the department in 
consultation with leading business 
economists and the staff of the 
Committee for Economic Develop- 
ment, the report is designed as a 
|successor to the department’s 
| famous “Markets After the War.” 
| While it projects the potential 
| expenditures for all kinds of con- 
sumer goods and services in 1955, 
| 

| the report was offered largely as 
|a guide to individual business ex- 
}ecutives who are faced with the 
task of estimating the size and 
| possibilities of current or future 
| markets. 

In releasing the report, Com- 
|merce Secretary Charles Sawyer 
commented: “American business 
|}men are just as emotional as any 
|other group. Nothing generates 
| fear like uncertainty. Even bad 
news is better than uncertainty. 

“By whatever measure we can 


(Continued on Page 41) 


‘Plan Ad Research 
on Male Buying 


New York, Dec. 24—Advertising 
Research Foundation has em- 
barked on a new project—a buying 
habits study with emphasis on the 
male animal. 

A special committee, headed by 
Robert M. Gray, advertising and 
sales promotion manager of Esso 
Standard Oil Co., has been set up 
to supervise the study. 

Committee members include 
Elmer W. Froehlich, MacManus, 
John & Adams; Thomas F. Harra- 
gan, Argosy; J. Ward Maurer, Wild- 
root Co.; George Mosley, Seagram 
Distillers Corp.; Clare E. Nelson, 
True; Clover L. Perkins, Popular 
Mechanics; William E. Steers, 
Doherty, Clifford, Steers & Shen- 
field; William G. Sylvester, Dell 
Publishing Co.; Otto Tinklepaugh, 
J. M. Mathes Inc.,;and Frank T. 
Tucker, B. F. Goodrich Co. 
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Mars Budget Up 
to $1,200,000 
for First Half 


Increased Attention 
to Youth Market Is 
Candy Maker’s Aim 


Cuicaco, Dec. 23—-Mars Inc.'s 
advertising budget during the first 
six months of 1953 will be hiked 
approximately 5% 


$1,200,600. 

Victor H. Gies, v.p. in charge of 
sales and advertising, emphasized 
that advertising budgeting is on 
a six months basis and that no 
plans have been set for the final 
six months of 1953. However, the 
total amount spent by the com- 
pany this year was some $2,000,- 
000 

Included 
program will be a continuation of 
the candy bar manufacturer's ra- 
dio and television programs, new 
point of sale material and a vastly 
increased emphasis in the youth 
magazine field. Leo Burnett Co. is 
the agency. 


® Ste paste the campaign breaks 


n into two separate programs 
The 10¢ Mars bar is to be fea- 
tufed again in Collier’s and Look 
im half-page, four-color ads aimed 
@tthe older market. Nickel Milky 
Way bars, popular with the 6 to 
17 age group, will be featured in 
page, four-color ads in 60 differ- 
ent magazines including: Ameri- 
cam Girl, Archie Comic Group, 

s’ Life, Dell Comic Group, Na- 

al Comics Group (red and blue 

s), Open Road, Scholastic Roto 

Seventeen. 
Oe cs and 3 Musketeers bars 
» he promoted over the Sunday 

noon ABC-TV program, 
“Saper Circus.” As during the cur- 
fent year, Mars will take the sec- 
@n¢@ half hour of the program. Kel- 
logg Co., another Burnett account, 
hag the first half hour. 

Both Milky Way and Forever 
Yo@rs bars will be promoted over 
Art Linkletter’s CBS radio show, 
“People Are Funny,” also spon- 
soréd by Mars during the current 
year. 


® Special promotions include a 
Mary Hartline Super Circus doll 
for $1 and three wrappers, which 
will be pushed over the TV pro- 
gram and on the backs of six-bar 
package units, and the giving away 
of severa! thousand dollars weekly 
during February and March on the 
Linkletter show. 

Point of sale material will tie 
in with the radio, TV and maga- 
zine ads and will further feature 
displays such as an 8’ high replica 
of an old fashioned country store. 


Robert Jones Joins ‘Look’ 


Robert B. Jones, formerly as- 
sistant to the president of Led- 
ward, Bibby & Co., exporter-im- 
porter, has joined the New York 
advertising sales staff of Look. 
Tom Shepard, last with the Quick 
advertising department, is re- 
joining the Look sales staff. 


Appoints Hutchinson 

Roy M.. Hutchinson has been ap- 
pointed food merchandising direc- 
tor for Good Housekeeping, New 
York. Mr. Hutchinson formerly 


over the same | 


period this year to a total of some | ing 


}@ Morton Edell, VCA president, | 


in the coming year’s | 


was advertising manager of Every- | 


woman's Magazine, New York, 
and prior to that was eastern sales 
manager for Food Topics. 


Joins ‘Supermarket News’ 
Ernest Obermeyer, formerly a 
merchandising field representa- 
tive for Family Circle, New York, 
has been appointed promotion 
manager of Supermarket News, 
New York, published by Fairchild 
Publications Inc. 


Vitamin Corp. Will 
Continue Ad Claims 
Cited by the FTC 


Newark, Dec. 23—-There is “no 
indication” that the Vitamin Corp. 
of America will halt advertising 
claims asserting that Rybutol is 
effective against advancing age. 

A spokesman for the company 
|made that comment today when 
j}asked about the Federal Trade 
Commission complaint of misrep- 
| resentation in Rybutol advert! 

The FTC cited Vitamin Corp 
|saying Rybutol “is a competrtn 
jand effective treatment for the 
symptoms of old age and the feel- 
of advancing age, including 
aches, pains, nervousness, fatigue, 
loss of energy and insomnia.” 


issued the following statement in 
reply: 

“Our advertising has always 
conformed to the accumulation of 


ing the use of vitamin B-complex 
for the complaints indicated. We 
are confident that this evidence 
substantiates over and over again 
every claim we have ever made for 
our product.” 

The company reported “a flood 
of telephone calls’’ from people 
“who read of the FTC complaint 
in the newspapers and said they’d 
be happy to testify about the won- 
derful product we have.” 


s Named in the FTC action were 
Vitamin Corp., Vitamin Labora- 
tories, Mr. Edell, Larry J. Paskow, 
v.p.; Phillip Edell, secretary and 
production manager; John Cox, 
controller, and Louis Edell, treas- 
urer and general manager. 

Rybutol advertising is handled 
by Kastor, Farrell, Chesley & Clif- 
ford, New York. A special “fash- 
ion” drive for Rybutol is being 
prepared by the Chernow Co., New 
York. 


Pharmaceutical 


Advertising 
Wasteful: Bobst 


New York, Dec. 24—The phar- 
maceutical industry “is devoting 
too much time and interest to gim- 
micks and color in giving doctors 
facts about our preparations,” El- 
mer H. Bobst, president of War- 
ner-Hudnut Inc., told a _ recent 
meeting of the Pharmaceutical Ad- 
vertising Club 

Pharmaceutical companies have 
too much disregard for dollars 
and a great tendency to increase | 
their overhead, especially for pro- 
motion and advertising, he said, | 
warning, “We have reached the! 
danger point.” 

He also urged the formation of 
an industry committee to control | 
advertising and information to the | 
medical profession “for the pur-| 
pose of curbing and eventually de-| 
nouncing any claims that militate 
against the interest of the doctor 
and welfare of his patients.” 


| 


Appoints Tech-Industry 
American Metaseal Mfg. Corp., 
New York manufacturer of mate-| 
rials and equipment for impregna- 
tion of metal castings, has ap- 
pointed Tech-Industry Services, 
New York, to handle its promotion | 
program. The campaign will in- 
clude trade publications, techni- 
cal publicity, direct mail and 


| trade show exhibits. 


Names Philip ]. Meany Co. 

Andree’s Food Products has ap- 
pointed Philip J. Meany Co., Los 
Angeles, to handle advertising for 
its full line of salad dressings and 
barbecue sauce. Television and 
point of sale advertising highlight 
the promotion plans. 


~. 8. 1 


| 
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| NEW ACCOUNT—George Egger (center), president of Morton Packing Co., Louis- 
ville, shakes hands with William H. Kearns, partner and chairman of the executive 


committee of Ted Bates & Co., which will be its agency after the first of the year. 
| Agency account executive Alman J. Taranton looks on. One of the largest packers 
of frozen meat pies, the Morton account was formerly with Griswold-Eshleman Co. 


| Recipe for Farm Prosperity ... 


| years of clinical evidence support- | 


Link Farm Products to Brand Name 


New York, Dec. 23—Success or 
failure of many agricultural pro- 
ducers in the next five years will 
hinge on advertising, according to 
Ambrose E. Stevens, v.p. of the 
Minute Maid Corp. 

The frozen juice concentrate 
manufacturer last week mailed 
bonus checks totaling $623,000 to 
Florida citrus growers who sup- 
plied fruit in 1951-52 under the 
company’s “grower participation 
plan.” The total is the growers’ 
pro rata share. 


® Farmers, said Mr. Stevens, now 
are falling into two groups, de- 
pending on how their crops are 
processed and marketed. The 
“poverty or subsistence” group 
lives from year to year and turns 
over its crops to low-profit coop- 
erative groups or non-advertised 
brand processors. “These organi- 


‘Manufacturers Who Build Demand 


zations do little or no consumer 
promotion and depend on price- 
cutting alone to sell goods,” said 
Mr. Stevens. 
s “Prosperity farmers,” however, 
are beginning to plan over a peri- 
od of years by linking their suc- 
cess to that of brand name manu- 
facturers who build consumer de- 
mand through consistent advertis- 
ing. 

Mr. Stevens said agricultural 
leaders who join brand name man- 
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FTC, Like Death. 
Takes No Holiday, 
But Wields Scythe 


WASHINGTON, Dec. 24—The Fed- 
eral Trade Commission announced 
this week that it is planning trade 
practice conferences on the ad- 

| vertising of chlorophyll products 
|and soil conditioners—two of the 
|“miracle” products which have 
| been widely advertised in 1952. 

| The dates of both sessions are 
still indefinite. 

} The chlorophyll meeting will in- 
| clude representatives of all indus- 
| tries which are advertising prod- 
ucts containing the product. 

The conference will deal with 
(1) “the many and all-inclusive 
advertising claims made in various 

| newspapers and other media”; (2) 
| “the conflicting statements made 
by experts quoted in such adver- 
tising.” 


|@ The soil conditioner industry, 
| which first entered the market last 
| Spring, already features 40 to 50 
products. with anticipated sales of 
| $15,000,000 in 1953, FTC said. 
“The rapid growth of the indus- 
| try, together with the keen com- 
| petition between producers, has 
|led to a number of cases of al- 
| iegedly false advertising,” the 
| commission declared. 

| In preparation for both meet- 
ings, FTC will collect scientific 
data, and will offer proposed rules 
to eliminate deceptive practices. 


@ Meanwhile, FTC’s busy pre- 
Christmas week produced a num- 
ber of other important actions: 

| ...A stipulation with Helzberg’s 
| Diamond Shops Inc., Kansas City, 
in which the firm promised not to 
use the word “certified’’ without 


ufacturers in long-range planning | clear disclosure of the identity of 
“will emerge as the leaders of| the certifier. 


their industries” in the next five | 
years. 

In announcing its participation | 
plan payments, Minute Maid said | 
that frozen juice concentrators | 
have paid more than $150,000,000 
for Florida oranges in the past six | 
years. 


Slow Pay on TV Station Bills May 
Induce Adoption of 2% Cash Discount 


New York, Dec. 26—To allow 
or not to allow the 2% cash dis- 
count. 

This hardy perennial, rarely out 
of vogue as a subject for discus- 
sion in agency and media circles, 
may become a lively issue as a 


| result of the cost problems grow- 


ing out of television. 

A check of station representa- 
tives this week indicated that 
many of them are concerned over 
the problem of agencies which are 
slow in paying their bills to TV 
outlets. In several cases it was 
pointed out that this pileup of old 
bills is much worse than it was, 
or is, in radio. 


# Some of the representatives are 
coming around to the position of 
advocating a 2‘ cash discount 


for prompt payment of bills as a 


means of stimulating advertisers 
and agencies to pay on time. This 
move is expected to be discussed 
by the television committee of the 
Station Representatives Assn. 

When AA telephoned one of the 
largest of the representatives, the 
company had several letters on 
hand from stations inquiring about 
accounts—some of them big ones— 
which were four or five months 
behind in their payments. 

“We find payments much slower 
than they used to be in radio,” an 
executive of this company com- 
mented. “I can't figure out the 
reason unless agencies are under- 

(Continued on Page 47) 


New TV Program 
Shuns Audience! 


CoLorapo Sprincs, CoLo., Dec. | 
23—Alexander Film Co. has signed 
a six-month TV contract with| 
local station KKTV which stipu- 
lates that the telecasting be dur- 
ing the period it will be seen by 
the least number of viewers. 

In fact, Alexander, which calls 
itself the “world’s largest producer 
of short-length advertising films,” 
hopes it will have no audience at 
all. 

Alexander is not trying to start 
a new trend in sponsorship. It 
wants to use the time for an ex- 


tensive series of quality-control 
tests of film commercials under 


actual telecasting conditions 
stead of over closed circuits. 

The screenings, which will in- 
clude ail types of film tests, are 
chiefly for the benefit of produc- 
tion technicians and research men 
at Alexander. Films of products 
not yet released commercially will 
not be shown. 


in- 


Promotes Samuel Fein 

Samuel H. Fein, formerly field 
sales manager, has been promoted 
to director of special account sales 
of National Pressure Cooker Co., 
Eau Claire, Wis. The position is 
a new one, created “to meet the 
demands of the company’s acceler- 
ated merchandising program for 
1953.” 


.A complaint against VCA 
Laboratories, Newark, for falsely 
advertising that Rybutol delays or 
prevents the symptoms of advanc- 
ing age, and restores vitality. 

...An initial decision requiring 
Hillman Periodicals Inc., New 
York, to label magazines and ar- 
ticles that are reprints. If adopted 
by the commission the decision 
would require “full disclosure” on 
the cover and masthead of Con- 
jessions magazine, plus appropriate 
notice at the beginning of each re- 
printed story or article. FTC says 
Confessions consists entirely of re- 
prints from other Hillman period- 


icals. 


Anderscn & Cairns Gets 


Two Radio-TV Accounts 


Anderson & Cairns, New York, 
has been named to handle the ra- 
dio-TV advertising of Thom McAn 
shoes (Melville Shoe Corp., New 
York), and Joseph Martinson & 
Co., New York, tea and coffee pro- 
ducer. Stewart Pierce Brown, who 
handled these accounts at Neff- 
Rogow, New York, wi?! join An- 
derson & Cairns to supei vise them. 
Al Paul Lefton Co., New York, 
continues to handle the balance of 
the Martinson account. Pedlar & 
Ryan, New York, handles adver- 
tising of John Ward shoes for Mel- 


ville Shoe Corp. 

Neff-Rogow, which handled 
only one other account—Bond 
clothes, which recently went to 
Biow Co.—has announced it will 
close its doors on Jan. 1. William 
Rogow, agency president, says 
that after 25 years in radio and TV 
he plans a trip with his wife to 
Europe for a rest. 


Sea Pak Named Distributor 


Sea Pak Corp., St. Simons Is- 
land, Ga., has been appointed ex- 
clusive distributor in the U.S. of 
sea food products packed and fro- 
zen by Fortune Bay Products Ltd., 
Newfoundland, a newly formed 
company. Sea Pak, which partici- 
pated in financing the new com- 
pany, will increase its advertising 
appropriation in 1953. Gordon 
Baird Associates, New York, will 
handle the advertising. 
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Advertising Age, December 29, 1952 


Major Radio, TV 
Shifts Scheduled 
for Early in ‘53 | 


i 

New York, Dec. 26—Sponsors | 
usually don’t make too many 
changes at this time of year. But 
this year seems different. 

Bristol-Myers Co. made CBS- 
TV happy by moving in to fill the | 
vacancy on the “Jackie Gleason | 
Show’’—effective Jan. 3. American 
Chicle Co. exits as of that date;] 
the comedian’s other two sponsors 
—Schick and Thomas Leeming & 
Co.—remain with the program. 
Agency for Ipana is Doherty, Clif- 
ford, Steers & Shenfield. 

So far not so lucky is Mr. Glea- 
son’s top competition—NBC’s “All 
Star Revue,” which has still not 
come up with a replacement for 
Del Monte, one of three co-spon- 
sors. 


SERIOUS YOUNG MEN—Next year’s economic outlook is not as grim as these faces 

would seem to indicate. Lovis Riggio and Peter Hilton of Hilton & Riggio, BenJack 

Cage and Steve Booke of Jack Cage & Co., Dallas insurance firm, attended year-end 

meeting of Young Presidents’ Organization in New York, which agreed thot 1953 
shapes up as “healthier.” 


New YorK, Dec. 24—Kirsch 
Beverages Inc. will spend four 
times its °52 ad budget to pro- 
mote No-Cal di- 
etetic soft drinks 
in 1953. 

It expects to 
use between 30 
land 40 newspa- 
pers, 10 to 12 lo- 
cal radio pro- 
| grams, transpor- 
| tation advertis- 
| ing in buses and 
subways and a 
| large amount of 
| sales promotion 
| nvaterial. Grey Advertising Agency 
| has the account. 


Don Barry 


In February Bristol-Myers will 
discontinue sponsorship of “Break 
the Bank” (CBS-TV) in favor of 
two alternating comedy sessions. 
Ken Murray and Alan Young, with 
telecasts coming from Hollywood, 
will be featured stars. Both have 
been absent from the airwaves for 
several months. 


Magazines Lead in 
Exposures Per Ad 
Dollar: Marketscope 


Newark, Dec. 23—When it 
comes to exposures per advertis- 
ing dollar, it’s magazines that lead 
radio, TV and newspapers, accord- 
ing to the Marketscope audit of 
magazine issues. 

The report, from the Market- 
scope Research Co., says that by 
picking one magazine per audience 
group, an advertiser can expect 
1,625 exposures per ad dollar, com- 
pared to 934 for radio, 365 for TV 
and 240 for newspapers. 

Magazines rate better, accord- 
ing to R. E. Spinner, executive 
director of Marketscope, because 
of the nature of the medium. “The 
opportunity to be exposed to a 
radio or TV commercial as well 
as a newspaper ad depends upon 
availability of audience,” he said. 


s Jane Froman, whose “USA Can- 
teen” was rescheduled to fill the 
spot vacated by Lever Bros.’ 
“Heaven for Betsy” on the same 
network, has snared her first ad- 
vertiser. General Electric (Batten, 
Barton, Durstine & Osborn) will 
present her Thursday night tele- 
cast starting Jan. 8 at 7:45 p.m., 
EST. 

CBS-TV put up the standing 
room only sign on “Omnibus” as 
Scott Paper Co. moved in to join 
the other four participating adver- 
tisers. Time on the 90-minute Ford 
Workshop-produced telecast was 
bought through J. Walter Thomp- 
son Co. There will be an opening 
on this program shortly, however, . - 
unless Remington Rand decides to|® “If a segment of a radio or TV 
extend its short term holiday buy|@udience is not available—not 
for its electric shaver division. tuned in—at the time of the com- 
mercial, the advertising dollar 
® Across the way at CBS Radio, | Spent to reach this group can never 
Procter & Gamble (Compton Ad-| be recouped. However, since mag- 
vertising) ditched “Big Sister” in| @zines have a long life span the 
favor of “Road of Life.” The latter | potential audience lives on and 
soap opera currently is a P&G, May be exposed to the advertiser's 
presentation on NBC. This will|™essage two, three or even Lanes 
give it a two-network spread. months after the date of issue.” 

Program shifts at NBC-TV in- Mr. Spinner said that, on the 
cluded: Chesterfield (Cunningham | average, general monthly maga- 
& Walsh) decided on an every| Zines seem to get the highest rate 
week schedule for “Dragnet,” | of exposure, “probably due to the 
dropping “Gangbusters” out of the| fact that the editorial content is 
alternate Thursday time slot. greater and that this type of pub- 

P. Lorillard Co., which report-| lication is read by more members 
edly has not been too pleased with | of the family.” 

Bob Elliott and Ray Goulding’s 
session on the “Embassy Club” al- | Twin City Agencies Merge 
most from the outset, brought in| Robert A. Dennett Advertising, 
songstress Mindey Carson to star | Minneapolis, has merged with Ray 
in the 15-minute telecast. Violin-|C. Jenkins Advertising Agency, 
ist Florian Zabach remains with|Minneapolis, under the Jenkins 
the program, which will continue | RAM Mr. wguney for five years 
under the old title. | Among the accounts he brings 
with him are Pako Photo Service 
and Gerber Sheet Metal, maker of 
|grain handling equipment. 


Bendix Cancels 


TV Sales Mee ting | Futterman-Gerber Revamps 


New York, Dec. 29—Bendix | a 
F swiat -oe,| Futterman-Gerber Advertising, 
Home Appliances division of Avco | Chicago, has been reorganized re- 


Mfg. Corp. has decided to call off | r te rate as William Fut- 

its scheduled closed circuit theater | perenne wr ths Present quar- 

TV sales meeting (AA, Dec. 15),| ters at 50 E. Oak St. will be re- 

“due to difficulties in coordinating | tained, and the personnel will re- 

dealer meetings during the holiday |main unchanged. Seymour Gerber 

season.” is leaving the agency for another 
The Bendix session, scheduled | !ine of business. 


for Dec. 30 to ballyhoo a new), 

product, was to have been the Hibbard Returns to WGN Inc. 

initial venture for Teleconference, Robert Hibbard, for the past 13 

a newcomer to the theater TV months post public information of- 
ficer at Fort Riley, Kan., has 


field. Showings were scheduled in completed his tour of duty as a 


40 cities. S : 3 Be 
_The first national theater tele- SE GN tas’ teen en 
bec > "hen sales one ager oS to the manager of WGN- 
ie y Ss carpets S. J 

through Theater Network Tele- 
vision. Some sources believe that 
Bendix’s adverse reaction to the 
picture quality of some of the 
Lees program influenced its de- 
cision to drop the project. 


Appoints Kerr & Gillman 

Jewelers’ Buyers Guide, New 
York, has named Kerr & Gillman, 
Los Angeles, to represent it on the 
West Coast. 


In addition, Don Barry, adver- 
tising manager, told AA the com- 
pany pians to expand its facilities 
and also will franchise additional 
| distributors in areas outside the 
|New York metropolitan market. 


Schwerin Has 
New Test for 
Copy Appeals 


'@ Kirsch introduced its No-Cal 
dietetic ginger ale here last April, 
and started newspaper and radio 
| advertising a couple of months 


Audience Gets |later (AA, July 14). Since then 
| 4 it has added four new flavors 
Choice of Product (cola, cream, black cherry and 


| root beer) to its dietetic beverage 
| line, which is made without sugar 
| New York. Dec. 23—Schwerin @nd is therefore reputedly non- 
| (“keep your ads simple”) Research caloric. It has had new labels pre- 
Corp. has developed a new way of pared by Ving Werbin, well known 
testing commercials and copy | designer, and is having new point 
ideas. | of sale material made up by 
The technique is called the Cash! P- O. P. Displays Inc. 
Alternative Test or Giveaway Pro-| Although much of the com- 
gram and works this way: pany’s attention has been given 
Audiences in Schwerin’s test; during the past year to its new 
theater are exposed to advertising| line, its regular line of 16 flavors 
material for a product and then|is not being neglected, Mr. Barry 
given the choice of taking home| Said. An advertising program for 
the product or its cash equivalent. | the company’s line of conventional 
Different sets of commercials or | S0ft drinks is now being prepared 
copy approaches are used and re-|@nd will be larger than the '52 
sults are later analyzed to de-| Schedule, Mr. Barry said. Details 
termine why one was more effec- | have not been worked out. 
tive than the others. The company’s experience in 


or Cash Equivalent 


Kirsch Non-Fattening Soft Drinks Go 
into ‘53 with Quadrupled Ad Budget 


introducing its new line has been 
a grueling one, Mr. Barry said. Ad- 
vertising expenses alone have 
eaten up more than the return in 
sales. 


® To convince consumers that No- 
Cal’s taste is identic4l with that of 
conventional soft drinks required 
the services of store demonstra- 
tors. Advertising and merchandis- 
ing investment this year has run 
something in excess of $125,000, 
Mr. Barry said. The budget for 
53 will be about $500,000. 

The company has doubled its 
staff since No-Cal was put on the 
market and has invested more 
than $100,000 in new equipment. 

The product's greatest asset— 
its low-calory content—is also a 
handicap in obtaining national 
distribution, Mr. Barry pointed 
out. Many states prohibit syn- 
thetic sweeteners. In Connecticut, 
a special label is needed to conform 
to state laws. If the beverage were 
to be sold in Florida it would have 
to be handled by*drug stores, and 
a doctor's prescription would be 
necessary. 


= Getting space for No-Cal on re- 
tail shelves in the local market wag 
a problem from the outset. With 
out strong advertising support i 
local newspapers, Mr. Barry sai 
the beverage wouldn't have had 
chance. , 
It will be uphili going for som 
time, he believes, but the wor 
is over. Bottlers have been fran 
chised in New Jersey, Connectic 
and Washington, D.C., and locé 
sales curves are moving up stead 
ily. : 
There is a_ tremendous mares 
ket potential because there aré 
thousands of people who have t@ 
abstain from sugar, Mr. Barry 
points out, plus millions of over 
weight people who must watch 


® Raymond K. Maneval, Schwer- a 
in v.p., points out that this test Low Electricity 
“approximates the real buying sit- | 
uation with some fidelity.” How-|Cost Stressed in 
ever, he admits that its main use| , 
comes “in studying new products,” | 53 Utility Drive 
since established brands would | 
New York, Dec. 73—The 1953 


bring in complicating factors of : 
previous familiarity and past cam- | Program sponsored by the Electric 
Companies Public Information 


paigns. 

Preliminary results revealed by | Program will highlight the high 
Mr. Maneval support Schwerin’s standard of living in the American 
past advice to advertisers that they home as a result of the use of 
keep their ads simple. However, | €lectricity. 
the results also show the impor-| Plans call for promotion by elec- 
tance of using different copy ap-| tti¢ companies in their own areas 
peals for different groups of peo- | of operation. 


ple. This promotion will be coor- 
dinated with a national program 
# In one study conducted by|that will incude advertising tie- 


Schwerin, two groups of commer-|ins on the better living theme, a 
cials were tested on more than 5,-| better living TV series, with date 
000 people. One set—Group A—| Still to be announced, and a series 
was being broadcast as part of a| Of radio broadcasts over 350 in- 
sponsor’s kickoff campaign. Group | dependent stations. There will also 
B used an alternative approach and| be dramatic shows on the major 
was prepared for comparative | networks. 
purposes. The test brought the fol-| Electricity for Better Living is 
lowing results: |not to be interpreted as a sales 
% Choosing | promotion program, the sponsors 


| 


Product Cash nog clear. It is intended to tell 
Group A 41% 59% the benefits and conveniences that 
Group B 56% 44% |have been hrought about by pri- 


In other words, Schwerin found | vate initiative, planning, imagina- 
that the campaign actually used) tion and community development. 
was one-third less effective than| Electricity is one item in the 
the alternative in getting people to) home that has resisted the infla- 
try the product. | tionary trend of the last ten years, 

| the campaign will point out. The 
® Analyzing the content of the| housekeeper’s 1939 dollar bought 
commercials, the research company | 42¢ worth of food in 1951, but 
decided that the greater response| purchased $1.40 worth of elec- 
drawn by Group B was due to/|tricity for the home, it asserts. 
these three factors: The average home uses about 

1. The alternative commercials | 2,000 kilowatt hours a year now, 
used “layman’s words,” the broad- and electrical officials predict this 
cast commercials used scientific | will be doubled by 1960. 

The 1953 plan, issued by Bozell 
| 2. The alternative commercials|& Jacobs, is being sent to every 
| (Continued on Page 6) 


ones. | 


business-managed electric com-, 


their calories. 2 
4 

pany. It contains suggestions f 

speeches, outdoor advertisin 


window displays, community acs 
tivities, radio and television 
scripts, posters and other material 


Luckies Win ANPA Award : 
American Tobacco Co., New 
York, has been awarded a citation 
by the Bureau of Advertising of 
the American Newspaper Publish- 
ers Assn. for its “effective use of 
newspapers” in the 1952 Lucky 
Strike advertising. The citation 
pointed out that the company’s 
promotion was “the first really in- 
tensive effort in the cigaret field 
to bring the sales and the adver- 
tising forces closer together.” 


Chirurg Sets Up Fellowship 


James Thomas Chirurg Co., Bos- 
ton, has established an advertising 
fellowship at the Harvard Gradu- 
ate School of Business Administra- 
tion. The recipient of the $1,500 
scholarship will be selected by the 
Harvard admissions board from a 
group of five students nominated 

y the Advertising Club of Boston. 
The fellowship covers one year of 
business training. 


Montreal Art Directors Elect 

Colin McMichael, act director 
of Bell Telephone Co. of Canada, 
Montreal, has been re-elected 
president of the Art Directors Club 
of Montreal. Other officers elected 
are Albert Cloutier, Rapid, Grip 
& Batten Ltd., Ist v.p.; Bob Buck- 
am, Cockfield, Brown & Co., 2nd 
v.p.; Al Barkes, Ciba Co., secre- 
tary, and lan Lindsay, Reader’s 
Digest, treasurer. 


Gianattasio Joins Hewitt 

Francis E. Gianattasio, formerly 
at Kenyon & Eckhardt, has joined 
the media department of Hewitt, 
Ogilvy, Benson & Mather, 
York. 


New 
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Supreme Court Rules That Texan Can't Sell 
Watches in Mexico and Call Them ‘Bulovas’ 


WasHINGTON, Dec, 24—The Su- 
preme Court ruled this week that 
use of the name “Bulova” on 
watches sold outside the U.S. by 
an American citizen is illegal. The 
six to two decision held that im- 
proper use of trademarks on prod- 
ucts sold abroad by Americans can 
be banned by U.S. courts. 

The issue arose when Bulova 
Watch Co. asked a US. district 
court to bar the name “Bulova” on 
watches it said were assembled and 
sold in México City by Sidney 
Steele of San Antonio 

The district court said it lacked 
jurisdiction. A subsequent U.S. 
circuit court ruling reversed this 
decision and held that the Lanham 
Trademark Act had to be complied 
with by American citizens any- 
where 

Mr. Steele appealed the circuit 
court ruling to the Supreme Court. 
The majority opinion said Mr 


Steele could not evade U.S. laws 
by using unbranded parts “in a 
privileged sanctuary beyond our 
borders.” 

While not condoning the pirat- 
ing of trademarks, the dissenting 
opinion said Congress did not in- 
tend “to make such use actionable 
irrespective of the place it oc- 
curred.” 


Gunnison Promotes Markwell 

William K. Markwell, with the 
company since 1947, has been pro- 
moted to director of sales for Gun- 
nison Homes Inc., New Albany, 
Ind., housing subsidiary of U. S 
Steel. He succeeds Henry W. Born- 
traeger, who has resigned. 


Baxter to Horton-Noyes 

Osmond T. Baxter, formerly an 
account executive with Morey, 
Humm & Johnstone, New York, has 
been appointed creative group 
head of Horton-Noyes Co., Provi- 
dence, R. I., agency. 


That's wity Ess0 Dealers 
everywhere jom the Pan Amencan 
Coffee Bureau reminding you 


On New Years Eve when 
its“one for the road” 
be sure its coffee! 


Drive Carefuly...the Lite you Save may be Your Own! 
HAPPY NEW YEAR AND HAPPY MOTORING! 


MIXTURE—More than 160 newspapers will 
carry this Esso Stondard Oil caution just 
before New Year's. The same message will 
go out over radio and TV. The ad ties in 
with one to be published by the Pan- 
American Coffee Bureav. McCann-Erickson 
is the Esso agency. Robert W. Orr & Asso- 
ciates handles the coffee bureau. 


. 


.* 


CITY Limits 


CiTY oF 


ELSEWHERE 


POPULATION 2500 AND UP 


ay 


WHAT ARE THE MERCHANTS 


OF ‘ELSEWHERE DOING? 


ACB Research Reports will tell you 
if they are advertising your brand... 
your competitor's brand...and to what 
extent... you see all 1,393 markets 
as one Clear, coherent picture 
In and around the 1.393 cities in which 
published there 
circulates newspaper display advertis- 
ing costing two billion dollars yearly. 


daily newspapers are 


This newspaper advertising expen- 
diture is far larger than that of all 
other media combined. Yet you never 
see it! Aside from your home town, 
the other 1.392 key markets are pretty 


much a blind spot. 


What's going on... 
chants of these 1,392 


pushing your brand . 


.. Supporting a 
rival brand .. . ignoring your field ... 
are competing brands dominating cer- 
tain towns or areas with their nation- 


search Services. 


Reports may be 
are ‘the mer- 
“ELSewHere’s” 
free on request. 


ally placed newspaper advertising ... 


The answer to these and similar 
questions are of vital importance to 
manufacturers whose goods are sold 
through retail outlets. ACB Reports 


tell you exactly what 


is going on in 


more than 15 years. It is rather diffi- 
cult to enumerate the many ways in 
which this information has been used, 
but suffice it to say it has provided a 
valuable tool for our advertising and 
sales departments over the years.” 


More than 1,100 progressive com- 
panies are subscribers to one or more 


of ACB’s 14 different Newspaper Re- 


Send for new ACB Catalog 


If you are not thoroughly informed 
on the many uses of ACB Reports ask 
for the new ACB Catalog. Its 48 pages 
are filled with the uses to which these 
put for more efhcient 
management of sales and advertising 
and other useful data. Catalog sent 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. + New York !6 

18S. Michigan Ave. « Chicago 3 

20 South Third St. « Columbus |5 
161 Jefferson Ave. * Memphis 3 
51 First St. «San Francisco 5 


Advertising Age, December 29, 1952 


Highlights of the Week’s News 


The Department of Commerce, in an optimistic report, sees no business 
recession ahead. However, it warns business men to plan for a 10% 


increase in personal consumption expenditures .... 


Page 1 


Cigaret sales were healthier than ever before in 1952, with the king- 


sizers being the most robust 


Mars Inc. will spend more than $1,000,000 in advertising during the 


first six months of 1953 alone 


Talk of a 2% cash discount is revived at year’s end when agencies, 
large and small, have a spindle full of bills for television time. Page 2 
Schwerin Research Corp. is testing effectiveness of ads by giving an 


audience the choice of the product or its cash equivalent . . 


. Page 3 


Investment adviser says abolition of excess profits tax will mean less 


advertising 


| Jim Woolf tackles what he calls the “copywriter’s biggest headache” 
| —writing ads for a product that is on a par with competitive 


“The March of Time” makes smooth switch from movies to TV. Page 38 


REGULAR FEATURES 


Advertising Market Place ... .46 

| Coming Conventions 

| Creative Man’s Corner 
Department Store Sales 
Editorials 
Eye and Ear Department 
Farm Publications Linage .... 
Getting Personal 

Information for Advertisers . . 


Mail Order Clinic .... 
Obituaries 

Photographic Review 
Production Tips 

Rough Proofs 

Salesense in Advertising 
This Week in Washington .... 
Voice of the Advertiser 

You Ought to Know 


National Gypsum Names 
| Robert F. Quinn Ad Manager 


| Robert F. Quinn has been ap- 
pointed manager of advertising 
\etosa for National Gypsum Co., 

Buffalo, a new 
post. 

Mr. Quinn for- 
merly was adver- 
tising manager of 
Pittsburgh Corn- 
ing Corp. He has 
spent nearly 10 
years in the ad- 
vertising and 
sales promotion 
fields. In his new 
post, he will su- 
. ervise miscella- 

Robert F. Quinn ron advertising 
activities, such as direct mail, 
dealer aids, handling of brochures, 
and point of sale material. 


KBTV Power Boost Delayed 
Because of delay in delivery of 
antenna equipment, KBTV, Den- 
ver, will be unable to increase its 
transmitting power until March 1. 
Originally, the station had planned 
to increase its power from 12,000 
watts to 24,000 watts before Jan. 1. 


Superior Names Agency 

Superior Mfg. & Instrument Co. 
has appointed White, Berk & 
Barnes, New York, to handle its 
advertising. 


Chicago Art Directors Set 
Outdoor Ad Art Competition 
The Art Directors Club of Chi- 
cago has set Feb. 14 as the dead- 
line for entries in its 21st National 
Competition and Exhibit of Out- 
door Advertising Art. Entries will 
be judged Feb. 17-18. Designs may 
be entered by any advertiser, 
agency, art director, artist, litho- 
grapher or plant operator in the 
U.S. Details may be had from the 
club at 400 N. Michigan Ave. 
Entries will be judged on the 
basis of an idea to create sales or 
promote a cause, the design’s ef- 
fectiveness and excellence and its 
composition and technique. 


Noonan Heads Whitman & Son 
William M. Noonan, v.p. in 
charge of sales since 1948, has 
been elected president of Stephen 
F. Whitman & Son, Philadelphia 
maker of Whitman’s Sampler and 
other chocolate products. He suc- 
ceeds Louis L. Mcllhenney, who 
has had the post since 1926 and 
who will retain his position as 
board chairman. Mr. Noonan will 
continue to direct sales. Thomas H. 
Sharp, v.p. in charge of produc- 
tion, was elected executive v.p. 


‘True Story’ Revises Rates 

Macfadden Publications, New 
York, has lowered the 12-time rate 
for four-color pages in True Story 
from $16,200 to $15,700. 


any one or more of these markets. 
Leading merchandisers rely on ACB 

Reports. Lever Brothers Co., soap and 

allied product manufacturer says: 
“Various departments here at Lever 


Brothers have used ACB facilities for 


ADVERTISING 
\ MECKING BUREAU 
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Clementine Paddleford is the most famed 
writer in the food field. Her intriguing column 
of culinary scoops in the Herald Tribune is 
the favorite reading fare not only of house- 
wives... but men, too! Practically everybody 
who likes to eat follows her lively, brilliant 
feature on all that’s new and exciting in food. 
1 


ets fat response! 


Bulging mail bags are no novelty to Clementine Pad- 
dleford...her fabulous column on food in the Herald 
Tribune always draws heavy response. 

But Thursday, November 13th, Miss Paddleford 
hung up a new record for fat response...to a tiny 
five-line item offering Herald Tribune readers a Knox 
Gelatine Eat and Reduce Plan. 

Overnight...more than a thousand requests came 
in. In ten days there were thirty-five hundred letters 
from Herald Tribune readers! 

This is solid—and typical—evidence of Clementine 
Paddleford’s terrific readership...and first class proof 
of the responsiveness of women in the Herald Tribune 
Quality Market—an audience that means profitable 
selling at all price levels...a market nearly five billion 
dollars big! 

For more profits in your business...get all the facts 
on New York’s Quality Market... 


NEW YORK 


Herald Tribune 


Scoloro, Meeker and Scott in Chicego, 
Detroit and Philadelphia; 
and Doyle and Howley in 
los Angeles and Son Froncisco 
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Boosts Richard S. Armstrong 


Richard 
ber of the 


S. Armstrong, a mem- 


copy staff of W. Wallace Mail 


Daily 


Orr Inc., Philadelphia agency, has 


been promoted to director of copy 


and plans 


Sells ‘London Graphic’ 
Lord Kemsley has sold the tab- 
loid London Daily Graphic to As- 


John E 


sociated Newspapers, Lord Rother- 
mere’s group, which owns the rival 
The 
was not disclosed 


North Gets New Sales Post 
North, 
Radio Representatives in Chicago, 
has joined the Chicago sales office 
of WOR-TV, New York 
TV, Los Angeles 


purchase price 


former v.p. of 


and KHJ- 


_~ 


Let Filmack 


With our 35 years experience . .. 
lightly trained staff... 
ratory and latest equipment, we produce 
quality TV spots, show openings, etc., ata 
price lower than anyone else can touch. 
Send us your copy for estimate 


FILMACK STUDIOS 


. 1335 S. Wabash 


Schwerin Has 
New Test for 
Copy Appeals 


(Continued from Page 3) 
used fewer words or phrases of 
vague praises such as 
and “really remarkable.” 


to show each audience 


gram-length phrasing of 
the theme 
and the 


groups 


“wonderful” 


Advertising Age, December 29, 1952 


a_ slide 


with the product name and a tele- 


the copy 


theme. Behind the slide a record- 
ing of an actress’s voice was played 
summarizing the copy support for 


The audience was divided, for 
the purpose of analysis, into three 
following 
tabulated results of the test: 


is the 


% CHOOSING PRODUCT 
RATHER THAN CASH 


3. The alternative commercials Copy Themes 
had more mentions of the product Bene- 
name, and concentrated more of Ease, ficial 
these near the end of the message Speed Effects Glamor 
Users of 
with our ® Mr. Maneval believes “an even branded 
ur complete labo- more promising use” for the give- products 56% 64% 64% 
away technique may be in the Users of 
testing of different copy themes home 
As an example, he cited a study prepara- 
done by Schwerin for a beauty tions 83 52 54 
product Non-users 58 38 65 
This time, he said, three copy 
themes were tested, each at a dif- @ These results, Mr. Maneval 
Chicago 5, lil. ‘ferent session. The procedure was pointed out, indicate “that the 


NEWS FROM LOS ANGELES 


KFAC 


wl 
itil 


MOVES 


Early '53 move of offices and studios of Station KFAC, The Music Station for 
Southern California, to Prudential Building in Los Angeles, shown above, 
was announced this week by President & General Manager Calvin J. Smith. 


2K Exactly 3.3 miles! 


Audiences are big and business is good at 
KFAC, the music station in Los Angeles 
And sometime in March when construction 
is completed, under direction of famed West 
Coast architects Wurdeman & Becket, 
KFAC moves into smart new studios and 
offices in the Prudential Building in 
Prudential Square on Wilshire Boulevard’s 
fabulous Miracle Mile 


Faith in an Idea 

The slogan, “The Future Belongs To 
Those Who Prepare For It” is the property 
of the Prudential Insurance Company. But 
too, for it’s the story 


KFAC 


believes in it 


KFAC Manager Smith gets official welcome 
to Prudential Square by Vice President 
George T. Wofford, Jr. (right) 


of KFAC today—from an idea that bloomed 
way back in the thirties. In hectic prewar 
days when all four network stations were 
pounding away with chain programs and a 
dozen locals yacked away all day long be 
tween run-of-the-mill records and canned 
news KFAC ratsed an eyebrow, cocked 
an ear, cleared its throat and announced to 
one and all its now nationally known basic 
programming policy... it proved that it pays 
to be different and that there's a big exclu 
sive audience for good music...and so, 


KFAC became the Music Station for South 
ern California, and it still is. 


The Big Pay-Off 

Today's high ratings prove the big deci- 
sion in the 30's was right. Now advertisers 
on KEAC enjoy the lowest.cost-per- 
thousand listeners among all Los Angeles 
radio stations, network or local. This in the 


WEST!* 


market in which 19 radio stations and 7 
television outlets compete for listeners’ time 
and advertisers’ dollars. 


Good Neighbors 

KFAC’s program policy has attracted 
such well-known advertisers as Owl Drug 
Stores, Metropolitan Life Insurance Com- 
pany, Barker Bros., Southern California 
Gas Company and Southern Counties Gas 
Company, State Mutual Savings & Loan 
Assn., Union Pacific Railroad, Crawfords, 
Inc., Bateman, Eichler & Co., Slavick 
Jewelry Company and many others of like 
reputation. These advertisers continue to 
enjoy the exclusive audience which KFAC 
offers...and count their association in 
years... as many as thirteen. 


28 Tons of Music 


The world’s finest music and leading per- 
formers and conductors move to Prudential 
Square with KFAC. Weighing 28 tons, 
KFAC’s record library has more than 
enough music to program the station 24 
hours a day, for a full year, without dupli- 
caution. 

Every month 49,000 listeners and cus- 
tomers ask at Gas Company offices for 
regularly issued programs for The Evening 
Concert now in its 12th year. 

@ A call to Bolling Company offices in New 
York, Chicago, Boston and San Francisco 
will bring immediate response on availa- 
bilities and rates. ms 


In Southern California 
you'll do better with SPOT 


and with SPOT in 
Southern California you'll get 
more for your money 


. Vie o Ws Shatin 


FOR 


SOUTHERN CALIFORNIA 


represented by THE BOLLING CO., INC. 


LOS ANGELES BROADCASTING CO., INC., 645 SO. MARIPOSA AVE 


LOS ANGELES 5, CALIF. 


same appeal did not work pest for 
all groups. The claim that the 
product was easy to use and could 
be applied quickly appealed to 
users of home preparations, who 
were particularly conscious of the 
messiness and trouble involved in 
getting ready and using their own 
household concoctions. Users of 
brand products were impressed by 
both other claims—that the prod- 
uct was good for them and that it 
would help their appearance. 

The latter idea—that of “glam- 
or’—was the one that created 
greatest interest in trying the prod- 
uct among people who were not in 
the habit of using preparations of 
this type. 

Although Schwerin clients have 
used the giveaway technique only 
for comparison of commercials 
and copy themes, Mr. Maneval ex- 
pects many other applications to 
be developed. 


_SCHWERIN WILL TEST 
/NEW FILMS FOR NBC 

New York, Dec. 23—Television 
|films produced by the National 
Broadcasting Co. will be tested by 
Schwerin Research Corp. to deter- 
mine in advance possible audience 
reaction. 

The plan was announced by 
Robert W. Sarnoff, v.p. in charge 
of the NBC film division, who said 
the arrangement is designed to in- 
sure viewers the greatest possible 
}enjoyment of syndicated films. 

Large groups of viewers will be 
| invited to a New York theater to 
, See initial films in a contemplated 
‘series and random episodes of 
films still in production. 

, Schwerin questionnaires will be 
| filled out by the audience to give 
an index to general liking, suita- 
| bility of casting, effectiveness of 
| titles and potential audience loyal- 
| ty. 

| Mr. Sarnoff said the plan will 
| save both the network and adver- 
apes a good deal of guesswork 
in producing films. 


Sun Chemical Forms 
Sun Supply Division 

Sun Chemical Corp., Long Island 
City, has set up a new division, 
Sun Supply Co., which will sell 
and service supplies for all bran- 
ches of the graphic arts. Jack 
Mather, for the past four years 
New England district manager of 
Geo. H. Morrill Co., a Sun subsidi- 
ary, will be manager of the cor- 
poration’s new division. 

Products of Sun Supply Co. will 
be distributed directly as well as 
through the following divisions of 
the parent company: American 
Printing Ink Co.; Eagle Printing 
Ink Co.; Fuchs & Lang Mfg. Co.; 
General Printing Ink Co.; E. J. 
Kelly Co.; Geo. H. Morril] Co., and 
Sigmund Ullman Co. 


B&B Promotes Ralph Neuman 

Ralph Neuman, formerly assist- 
ant treasurer, has been promoted 
to treasurer of Benton & Bowles, 
New York. He joined the agency 
in 1935. Robert E. Lusk, agency 
president, formerly had the title 
of treasurer, in addition to being 
executive v.p. 


ABC Appoints Hohmann 

William Hohmann has been ap- 
pointed research supervisor for 
American Broadcasting Co.’s cen- 
tral division in Chicago. He suc- 
ceeds Bob Anderson, who has 
joined the research department 
of Admiral Corp., Chicago. 


Lists 2,272 busi- 
ness papers. farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $10.00. 
BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


Seut on approval. 
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INDUSTRIAL PLANT 


Americans spend more than balf their time a 
billions of dollars using Institutions Services 


Americans away from home—at work in of- 
fices and factories, at school or college, travel- 
ing for business or pleasure, in hospitals or 
sanitariums, in restaurants and industrial caf- 
eterias, in the armed forces, at large public 


gatherings — create the tremendous mass 


feeding, mass housing institutions market. 


They spend over half their time and billions 


of dollars in using institutions services. 


Institutions are restaurants, hotels, hospitals, 
schools, clubs, colleges, transportation sys- 
tems, office buildings, youth service organiza- 
tions, industrial plants, public auditoriums, 
government buildings, the armed services— 
all with common problems and interests in 


public service. 


mee 


cr 


The annual income of institutions is mo 
than 40 billion dollars; annual food sales ex 
ceed 14 billions and annual expenditures f 
construction, maintenance and furnishings 


are over 9 billions. 


If you manufacture a product that can be 
used in mass feeding or mass housing, you 
should be selling the institutions market— 


BIG, fast growing, easy-to-reach. 


Get All the Facts About Institutions Now 


If you would like to have the exact picture of the possibilities for your product in the 


institutions market, write direct to INSTITUTIONS Publications or . . . 


Consult Your Advertising Agency 


Lnttitulitne | 
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phone Fred E. Owens, Publisher 


Wilmette tilinos e@ 


New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


It will pay to investigate this new tackle and 
equipment merchandising medium Write or 


Phone Wilmette 4714 


Newspaper Linage 
Is 0.9% Over’51 


New York, Dec. 24—Total news- 
paper advertising linage for the 
first 11 months of 1952 is up 0.9% 
over the same period of 1951, ac- 
cording to the Media Records 52- 
city check. The month of Novem- 
ber was up 2.1% over the same 
month last year. 

The year to date shows gains in 
retail, financial and classified, and 
losses in general (down 5%), au- 
tomotive (off 4.7%), total display 


Specialists in SILK SCREEN PRINTING 


7 td 
INCORPORATED 
BOX 2017 TULSA, OKLAHOMA * 


and department store. 

Totals for the year to date show 
2.285,595,189 lines as against 2,- 
264,422,210 last year—a gain of 
21,172,979 lines or 0.9%. November 
totals show 234,873,354 lines as 
against 230,083,351 in November 
‘51, a gain of 4,790,003 lines or 
2.1%. 

General advertising for the first 
22 months ran to 324,625,300 lines 
compared with 341,616,638 lines 
for the same 1951 period. Auto- 
motive linage was 98,577,428 this 
year as compared with 103,437,565 
lines last year. 


Harold Cabot Adds Two 


On Jan. 1 Harold Cabot & Co., 
Boston, will add two accounts— 
Union Twist Drill Co., Athol, Mass. 
(including the S.W. Card Mfg. Co. 
division, Mansfield, Mass., and 
the Butterfield division, Derby 
Line, Vt.), and Glenwood Range 
Co., Taunton, Mass. The Union 
Twist account is handled by James 
Thomas Chirurg Co., Boston, and 
the Glenwood Range account by 
John C. Dowd Inc., Boston. 


Advertising Age, December 29, 1952 


Thwing, Hearst 
Big Creditors of 
Wm. Wise & Co. 


(Continued from Page 1) 
company’s financial picture clear, 
replied, “We want to know how 
fast this horse is running.” 

On the witness stand Mr. Craw- 
ley said one of the reasons for his 
company’s present condition is 
that when radio orders fell off 
because of television inroads the 


company went into the dollar book | 


field—through book clubs and the 


like—to replace a $2,000,000 an-' 


nual volume. 
Earlier, the Wise attorney said 


the company began publishing $2 | 


books while in the past it had been 
publishing $5 books. 


;@ Mr. Crawley said his company 


ina 


Po VENOM 


——— 


AP. 


Hawaii has a name for it, “Anuenue”’ 


“A rainbow!”, you'll say with the Hawaiians, 


when you see the “rainbow” harvest of 


perfect fruits in Dole Fruit Cocktail. Youll 
find luscious peaches and pears in jewel 
cubes, cherries, jade-green 


bright rosy 


grapes and Hawaii's own golden, sun- 
ripened pineapple. 
Color advertising beckons appetites to 


Dole Fruit Cocktail, Dole Pineapple and 


Philadelphia New York 


Chicago 


Pineapple Juice, helps keep millions of 


housewives asking or reaching for these 


delicious Dole products. 


We have been associated with Hawaiian 
Pineapple Company, Ltd., in their tre- 
mendously successful package-goods busi- 


1933. 


ness since 


N.W. AYER & SON, 


Detroit’ San Francisco Hollywood Boston 


INC. 


Honolulu 


has been operating at a profit for 
the last six months and that over- 
head has now been cut 30-35%. 
In the past, according to Mr. Craw- 
ley, $200,000 to $300,000 has been 
spent monthly for promotion. 

He listed his salary as $58,000 
a year. On June 30 it was halved, 
and halved again on Dec. 1, he 
said. 

It was not made clear through 
whom Wise’s advertising was 
placed. Asked by AA to clarify 
the status of the company’s agen- 
cies (the Standard Advertising 
Register says Wise advertises di- 
rect, and through Thwing & Alt- 
man and Huber Hoge & Sons) Mr. 
Crawley had no comment. 

Last week, before the $139,000 
figure was made public, Thwing 
& Aitman said it had not placed 
| any Wise advertising in the last 
|year and that the debt to the 
agency was “not substantial.” The 
| September agency list carries Wise 
|as one of the 16 accounts credited 
| to the agency. Nearly all the rest 
of the agency’s accounts are in the 
publishing field. 


| Asked for additional comment, 
including whether or not Thwing 
| & Altman carries credit insurance, 


| agency president Walter E. Thwing * 


remained unavailable. 
The list of creditors, 

| by Wise, includes the following: 

|American Book-Stratford Press; 


Audit Bureau of Circulations; 
Archer Mailing Service; Blanchard 
Press Inc.; Bobbs-Merrill Co.; 


George R. Bryant Co.; Colonial 
Press Inc.; Cresmer & Woodward 
Inc.; Doubleday & Co.; Famili 
| Times; Grossett & Dunlap Inc.; 
Harper & Bros.; Houghton Mifflin 
Co.; Hunting & Fishing. 

| Also, Raymond R. Loewy Asso- 
ciates; George McKibbin & Son; 
Modern Photography; Pantagraph 
Printing & Stationery; Parents’ In- 
stitute; Popular Science; Chas. 
Scribner & Sons; Sports Afield; 
U. S. Camera Publishing Corp.; 
Wetz Ad Service, and H. Wolff 
Book Mfg. Co. 


|\Capper Appoints Walker, 
McCormack Publication Heads 


Capper Publications Inc., To- 
peka, has promoted Phil D. Walker 
to publication manager of House- 
hold and Ned H. McCormack to 
publication manager of Capper’s 
Farmer. They both have been ad- 
vertising managers of their re- 
spective publications, but the 


Phil Walker 


Ned McCormack 


newly created positions will en- 
compass all phases of advertising 
sales and promotion. 

Other promotions in Capper’s 
New York and Chicago sales of- 
fices are Leon J. Cambern, to New 
York manager of Capper’s Farmer; 
W. L. Miller, Chicago manager, 
Capper’s Farmer; Jean P. Morrow, 
Chicago manager, Household, and 
William M. Byam, New York 
manager, Household. 


| . « » YOU are 
looking for 


NATIONAL 
DISTRIBUTION! 


uo you are @ urer or ad 
gy ang SE OF 
che facts about quick, low t pa’ dis- 
tribution produced by e rect-to-compumer 


sales met : 
The services of our experienced merchandizing 
staf are available at no cost or obligation to 
you r initial planning, product 6 
rket analysis, y assistance and fol! 
through. Learn about this old and proven p! 
that can start thousands of sales-wise men 
women working for you in 48 states... at 
‘heir own expense. Write now to 


OPPORTUNITY MAGAZINE 
Dept. Al5l, 28 E. Jackson Bivd., Chicago 4, Ul. 
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1 r) 
weighing, comparing . . . and, finally selecting their Nati onal 


preferences. As they scan the 400-odd comics books . 
on their newsstands, most of them choose titles of The National Comics ( () ill | (' s 
Group. We like to believe that it’s because they recognize quality . . . 


quality of conception, writing, artwork, printing . . . all those things that (i rd ll p 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National " ai 
. ; : 2 i . , epresenie y 
Comics Group is doing a thoughtful and effective job . . . is presenting Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


advertisers benefit, too! CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 


in a new garb those age-old charmers, Humor and Adventure. Our 
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Ferro Corp. Starts 
First Consumer Ads 
for Soil Supplement 


CLEVELAND, Dec. 23—Launching 
its first consumer campaign, Ferro 
Corp. is urgimg home gardeners 
‘and commercial growers to use 
its new soil builder as a “necessary 
supplement” to commercial fertil- 
szers 

The manufacturer says the inor- 


ganic soil additive contains iron, | 
manganese and other minerals not 
provided by commercial garden | 
compounds, and will not leach} 
away as fast as organic additives. | 
Ferro’s product is called FTE, | 
which stands for “fritted trace 
elements.” It is non-toxic and can | 
be applied to soil alone or in mix- 
~tures and, because it is “slowly 
soluble,” will last an entire grow- 
ing season, the company says. 


s Advertising for FTE broke in 
the December issues of American 


Nurseryman, Better Farming 
Methods, and Market Growers’ 
Journal. The: three trade maga- 


zines will be used again in Jan- 
uary 
FTE ads will also appear in 
farm and shelter magazines in Feb- 
ruary. The list includes Agricul- 
tural Leaders’ Digest, American 
Home, Better Homes & Gardens, 
“Gountry Gentleman, Progressive 
@rmer and Sunset. | 
Copy stresses the five years of 
résearch and $250,000 spent by 
Ferro to develop FTE. 
The Ferro agency is 


Smith & Ross 


CBS-TV Promotes Hylan 


William H. Hylan, eastern sales 
nager, has been promoted to 
vm. in charge of network sales 
CBS Television, New York, 
ceeding Fred M. Thrower, who 
gned after little more than aj} 
year in the post 


Sell direct to 
consumer > 
through | 
direct selling 
mail order 

ads. We show 
you how. 
Publishers 
rates all 
publications. 
Martin 
Advertising 
Agency 

15 E. 40th St. 
Dept. 11 


New York 16, N.Y. 
Member:A. AAA 


Fuller & 


Y&R Promotes Tom Slater 

Tom Slater, associate director of 
the radio-TV department ef Ruth- 
rauff & Ryan, New York, has 
been named head of that depart- 
ment. He replaces Willson M. Tut- 
tle, who resigned to become presi- 
dent of United Television Pro- 
grams. Mr. Slater has been a v.p. 
of the agency since 1949. 


Appoints A. M. Johnstone 
Motor Coach Advertising, Tor- 

onto, has appointed A. M. John- 

stone advertising manager. Mr. 


HOW TO 


HANDSOME JJ DINING noows 


...» Decorate a Dining Room 


Here —for January —the only big 100% home 


t 


Dh this the Kink of Planning 
Wht So to foe 798 


Oe 


y= 


Johnstone formerly was editor, and 
later advertising manager, of sev- 
eral trade publications published 
by H. L. Clarke Publications Ltd. 


Appoints F. H. Hayhurst Co. 


Confederation Life Assn., To- 
ronto, has appointed F. H. Hay- 
hurst Co., Toronto, Montreal and 
Vancouver, to direct its advertis- 
img, effective Jan. 1. English copy 
will be handled by the Toronto 
office, while French material will 
be prepared with the cooperation 
of the Montreal office. 


ee SEE, = E. SRR SPVG., . ieseo &, Fi. 
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don Advertising, with Charles G 
Gordon as owner. Offices will be 
| in the De Young Bldg. 


Kipen Joins ‘The Secretary’ 
Harvey R. Kipen, formerly v.p. 
of Jones Publishing Co., Chicago, 
has been appointed midwestern 
ae a 2 The 

ecretary, official publication of Corman have joi 

/ joined the copy and 
a: Secretaries Assn. | account service department of 
’ |Bachman, Kelly & Trautman, 


Pittsburgh. Mr. Knoerdel formerly 
S. F. Agency Revamped : : 


Two Join Bachman, Kelly 
Frank E. Knoerdel and Nancy 


was assistant editor of “Sales Rec- 

Gordon & Engelman Advertising, | ord,” house publication of West- 
San Francisco, will be reorganized |inghouse Electric Co. Miss Cor- 
Jan. 1 when Yvonne Engelman/man was graduated from the Uni- 
leaves the agency. The company|versity of Pittsburgh School of 
will henceforth be known as Gor- | Journalism. 


HOW TO 


> 


/e 


PS 


HV bus 


HOW TO 


ae h 
a 


' 


Slat Howse for SE — oc ge! 


bis 
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Light Where bu Need It : 
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.... Build a Slat House 


.... Raise Roses 


_ 


.... Get an Architect for $5 


practical homemaking! So...it’s read by over i 


HOW TO 


a oh a Can of Fruit 


....Do Quickie Foods 


..+. Light a Room 


...+ Paint with a Sewing Machine 


.... Decorate with China 


.... Choose New Home Aids 


That's why... advertisers find... 
“There’s no place like 
The American Home for results!” 
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Retail Ad Conference Set 
The first Retail 


Budd Gore, retail 
advertising services publisher. 


To Malone, Moore Associates 


Richardson-Allen Corp., New 
York, a manufacturing affiliate of 
Wesley Bloek & Co., New York, 
has appointed Malone, Moore & 


Advertising 
Conference to be held in Chicago 
will meet Saturday and Sunday, 
Jan. 24-25, at the Sheraton Hotel. 
Co-directors of the conference are 
advertising 
counselor, and Ralph Heineman, 


Associates, New York, to handle 
sales promotion for its line of sele- | 
ectifiers, which are used) 


nium r 


for electro-plating, power conver- Thompson's radio department can 
sion, commercial battery charg-| pick them. : 
‘ing, and for corrosion protection. — 


Appoints Donald F. McCammon jo oductory campaign for the 1953 the Mills Brothers to set the 


New York, Dec. 23—J. Walter) like a comer. 


agency started putting together the | ation spot radio 


Donald F. McCammon, formerly Ford, it decided that the tune sales talk to the music. 


public information director for the uc) Worm” was in for a re- 
Scientific Apparatus Makers Assn.., wag At that 
Chicago, has joined the staff of ; 


development. 


ee eres ee oe 


Ford and Thompson Glow over ‘Glow Worm 


Working on this hunch, 
agency negotiated for the wi 


, when the to the tune for a three-week satur- , 
an no Pr drive and signed|® Ford's one-minute announce- 


Ford ments are being carried on 1,500 
| AM stations; each has a schedule 


By the time the campaign got in- ' of about six spets daily. These are 


time the Mills to full swing in SS 

: ; Brothers recording of the early “Glow Worm” had moved 

arn ag beer nee oT op 1900 song was way down the popu- top spot on the Lucky Strike 
larity list. Still the song looked Parade.” This, according to Jo- 
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....Plan a House 
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.... Slip-Cover a Couch 


.... Find New Decorative Aids 


@ “how to” magazine! See? Nothing, but nothing, but 


HOW TO 


With SPRING 


on your mind 


.... Landscape Easily 


E 


# 
(ld Hat Rooms ae Trim Moderns \ow a 


_..... Cook Traditional Dishes New Ways 


; 3,000,000 homemakers — and homemakers only! 


Swall Helpers. 
bl HELP 


> 


11 


*,seph Stone of Thompson, who 


wrote the Ford lyrics, is the first 
time the No. 1 song in the country 


the| was being heard simultaneously 
ghts as a commercial jingle. 


| the lyrics the Mills Brothers swing 
| out on: 


“Hit | “You'll want to see this ‘63 Ferd, 


It's at your dealer's now—eome see Ford! 
Forty-one worth more features show Ford 
Far out in frent—so why not go Ferd? 
It sets the standard, this big new Ford, 
You'll find the swing this year ts to Ferd, 
Just take a test drive, you'll agree 
Ford leads for fifty-three!” 


|‘Digest' Changes Hands 


“Magazine Digest” has been 
| purchased by Farrell Publishing 
|Co., New York, from Archer St. 
| John. The magazine, which does 
to accept advertising, will cen- 
tinue reprinting but will include 
a greater proportion of original 
| articles than before. 


‘Joins John Falkner Arndt 

| Willard G. Wooster, formerly 
iv Lukens Steel Co., Coates- 
| ville, Pa., as assistant advertising 
| Manager and copy head, has joined 
John Falkner Arndt & Co., Phila- 
delphia, as assistant account man- 
ager. 


Turnomat Co. to Wright 
Turnomat Co., Brockport, N. Y., 
has named Wright Advertising 
Agency, Pittsford, N. Y., to handle 
advertising for its Karge Turfio- 
mat machines and attachments for 
lathes and drill presses. Industfial 
publications will be used. ; 


Beyer to Town Advertising — 
Charles R. Beyer, formerly 

the advertising staff of the 
York Herald Tribune, has é@en 
appointed an account executive of 
Town Advertising Associates, 
Hackensack, N. J. 

’ 


Names Arthur E. Benning ~ 
Arthur E. Benning, formerly 
the editorial staff of the New Bra. 
Lancaster, Pa., has joined the staff 
of Beaumont, Heller & Sperling, 

Reading, Pa., as a copywriter, 


Names McKim Advertising — 
The Toronto office of McKim 
Advertising will direct all adver- 
tising for Salada Tea Co. of Se 
nada, Toronto, effective Jan. 1V 


Morris Promotes Muriel Rabb 

Muriel Jane Robb has been pfo- 
moted to media director of Caya- 
naugh Morris Advertising, Pitts- 
burgh. 
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Resignations Are Real Enough 

Chas. Dallas Reach, president of the advertising agency of that name, 
writes AA to correct the impression given by a news item which 
reported that L. E. Waterman Co. “switched” its account from Reach 
to BBDO 

“AReach actually resigned the account, he says, and adds: “We did 
not publicize our resignation for two reasons. First, out of considera- 
tion for our friends, and second, because nobody really believes a 
ROtice of resignation.” 

The time was when Mr. Reach's second reason was completely 
tre. But now it is only partially true. Obviously, a number of ac- 
egunt changes reported as “resignations” are as accurate as the com- 
ment of a famous movie director about the severance of an early 
connection: 

‘I didn’t get fired,” 

iing in.” 

'Today, however, there are resignations of accounts by agencies. 
ho resignations—not just 


he explained. “But suddenly no pay began 


“let’s beat the b----- to the draw” sort of 
a And we are glad there are. 

t is no news to anyone who has ever been involved on either side 
of a client-agency relationship that frequently situations arise in 
Which relations deteriorate to the point where neither feels that a 
truc partnership exists. Under such circumstances, it was once gen- 
erally accepted that the agency would hang on, hoping for the best, 
until it was actually fired. But in recent years there has been a 
marked change in attitude, and agencies have, time after time, volun- 
tafily severed relations with a client when they have felt that gen- 
eral conditions were preventing them from doing the best possible 

or when they felt that their staff was suffering from unneces- 
Sary mental anguish in serving the account. 

To some extent, of course, resigning accounts is bound to be more 
prevalent when times are good than when accounts are difficult to 
get. But we feel that the tendency toward resigning accounts which, 
for one reason or another, are not working smoothly with an agency, 
is a course to be commended. 

In many cases, such resignations are handled with a maximum of 
good will on both sides, and frequently they result in more appre- 
ciation of the issues involved. 

Realignment of accounts, no matter how much it is to be deplored, 
is far better for advertisers and agencies, and for the advertising 
business, than too-long maintenance of a client-agency relationship 
which is not completely satisfactory to either party. 


No Change: Radio Research Confuses 

Everything else may change, but one thing goes on forever. Con- 
fusion and dispute seem inseparably linked with radio research, and 
the more research, the more dispute and confusion. 

The latest has developed from two new studies—those of Standard 
Audit & Measurement Service, and Nielsen Coverage Service. Both 
were designed to take the place of Broadcast Measurement Bureau, 
to refine procedure, and to develop a basic listening figure for stations 
and networks, comparable in a sense to circulation figures for maga- 
zines or newspapers 

Now their reports have been issued, and to the surprise of practi- 
cally no one who has ever discussed a radio statistic, they disagree 
markedly. Nielsen's are more “optimistic,” while those of Ken Baker 
of Standard Audit are more “conservative.” 

We'd like to suggest, in the holiday spirit and because we really be- 
lieve it, that the discrepancies result from the difficulties of the task, 


and not from any lack of competence on the part of the researchers. 
Measuring radio (or TV) audiences is quite obviously an area in 
which no simple, fool-proof formula has thus far been found. 


| in a 


“.% 
a 


—Lichty, Chicago Sun-Times 


“Well, that’s that, men, till the next presidential election, which will be held, pro- 
vided there's no basic conflict in the calendar and allowing for an error of a month 


or so, in 1956." 


What They're Saying 


The Will to Sell including LEADERSHIP. 

The “will to win” has stood men) Unless that unknown quantity 
in good stead ever since David “X”—the WILL TO SELL—can 
and Goliath. Remember Guadal-| be found and maintained, “X” will 
canal? And how about the Brook- ™ark the spot of your failure! 
lyn Dodgers in 1952? Doctors often 
have been able to find no other 
explanation for the recovery of a 
dying patient than the “will to 
live.” 

What we need in selling is a 
little more of the WILL TO SELL! 
You can argue from now until 
Doomsday about orientation, basic 
training, salesmanship courses, re- to find the nearest washroom, 
fresher courses, manufacturers’ | drinking fountain, first aid sta- 
selling aids, films, lectures, man- tion, or vending machine. She'll 
uals, brochures and the like (each | supply railroad and bus informa- 
of which has an important role in| tion, call a taxicab for you. Ask 
selling, OF COURSE!). But with- | her about placing a telephone call 
out the WILL TO SELL no sales- | or telegram. Time for lunch? Use 
man can be really effective! our cafeteria. Good food at low 

If you want an education you) prices is one of the many reasons 
don’t have to enroll in an Ivy’ why employes like it here.” 
League university...or ANY uni-| For those with the insatiable de- 
versity, for that matter. The | sire to make notes (or doodle) 
faculty at any accredited college| while waiting their turn to see a 
should be able to direct the course | company executive, a blank page 
| of formal study. But in our society, is provided at the end of the book. 
| libraries are available to all people | Just what we were looking for, 
| in which one can read and read|and so we append in our best 
and read and LEARN. That is to|schoolboyish script, “an excellent 
say, IF one has that great en-| idea!” 
thusiasm and interest to follow 
quest for knowledge, the | 
WILL TO LEARN. 

A salesman—if he has the WILL | 
TO SELL—will find the knowl-| , 
edge and the materials he needs} 
to sell. He’ll find them somehow, 
somewhere. Who creates the ma- 
terial, who supplies it, is rela- 
tively unimportant. It goes with-| 
out saying that any store should 
have a well planned program of 
sales training. A manufacturer | 
should be alert to supplement the 


Retailing Daily. 


A Welcome Idea 
Welcome booklet, provided 
waitees in reception room of Ab- 
bott Laboratories, has the follow- 
ing introductory paragraph: 
“Make yourself comfortable. 
The receptionist will tell you how 


nix Metal Cap Co. 


The Web 


When Mark Twain was editor of 


tious subscriber found a spider in 
his paper and wrote the editor to 
ask if that was a sign of good or 
bad luck. 

With his usual needle-witted ap- 
preciation of the situation, the 
humorist answered in the follow- 
ing vein: “Old Subscriber: Find- 
ing a spider in your paper was 


— en — whatever neither good nor bad luck for you. 
worth while material he can sup- . > 
yy |The spider was merely looking 


| over our paper to see which mer- 
chant is not advertising, so that he 
can go to that store, spin his web 
across the door, and live a life of 
undisturbed peace ever afterward.” 


—Bulletin of the Southern Newspaper 
Publishers Assn. 


But the great unknown quantity 
“X"—the WILL TO SELL—should 
be spotted in the SELECTION of 
salespeople. Then it must be 
MAINTAINED by adequate sal- 
aries and good working conditions, 


—Phoenix Flame, published by Phoe- | 


western newspaper, a supersti- | 


Rough Proofs 


“Today's speculations,” says 
| Dreyfus & Co., “are needed to open 
the new fields and great business- 
| es of tomorrow.” ‘ 
| For even the biggest oil com- 
| panies drill a lot of dry holes. 


Toys are now being sold all the 
|year round, the story says. 

That’s right—those electric 
trains the old man buys for the 
|kids keep him interested 'way be- 
yond the holidays. 


“Wanted: Young man who can 
| write.” 
| That's an invitation in which the 
| agencies, the TV and radio pro- 
| gram producers, the movies, the 
|magazine editors and the book 
pubiishers heartily join. 


7 

Gasoline sales are up, liquor 
sales are down, the statistics re- 
| veal. 

Have people been paying more 
jattention to the safety slogan, 
| “When you drink, don’t drive”? 
| ° 
With Irving Harris dropping out 
lof the home permanent business, 
perhaps the company’s successful 
| advertising slogan will be changed 
to read, “Which Harris has the 
| Toni?” 
| ° 


Democratic statesmen preparing 
to bid farewell to Washington Jan. 
20 are becoming so frankly 


—Harry Martin, in the Dec. 17 issue of !critical of the administration in 


their last days of glory as to sug- 
gest the deathbed confessidns of 
|repentant sinners. 
e 

Big leaguers are waiting impa- 
tiently to learn whether the possi- 
ble switch of the Boston Braves to 
| Milwaukee will enable them to in- 
|vestigate the brews that made 
Wisconsin famous. 
| e 

In Spokane, the newspaper con- 
sumer analyses show, 80% of the 
| ladies wear girdles, in Salt Lake 
City only 52%. But don’t misunder- 
| stand—the girls in Utah may be 
unrestrained, but they’re not nec- 
fessarily uninhibited. 


Copy for the Nestle campaign in 
|American Girl for its cookie mix 


‘and chocolate morsels was pre- 


| tested by high school girls, who it 
o to be hoped also were liberally 


sampled. 


Clyde Bedell says retail adver- 


| tising doesn’t contain enough prod- 


uct information. 
But it frequently 
number of clues. 


supplies a 


“Nine-fifteen a.m. Saturday may 
seem like the middle of the night 
to you,” says NBC, “but the kids 
have been up for hours.” 

And making so much noise the 
old folks couldn’t sleep, either. 


UCLA beat Wisconsin and Sou- 
thern Cal outscored the Uclans, but 
the Badgers still have an idea they 
can have some fun in the Rose 
Bowl on New Year’s Day. 

Copy Cus. 
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The Delaware Valley looks to the future through the 
test tubes of great industrial laboratories. Giants of 
industry like duPont, General Electric, Westinghouse, 
Philco and RCA build and extend research facilities here. 


Others, too... Certain-Teed, Rheem, Burroughs, Sharp 
& Dohme, Pennsylvania Salt ... boost the Valley’s 


reputation as a major research center. 


1940 —POPULATION . 


SLL LL 


THE GREATER PHILADELPHIA MARKET. 3 3,844,960 


1952—POPULATION 


THE WORLD’S GREATEST INDUSTRIAL 
AREA strides ahead in seven-league boots these days! " 
Under construction or planned in the Delaware Valley 


are plant facilities worth $1% billion...and thousands 
of new homes for the Valley's 1% million families. Think 4,551 ,70 G 


of the market possibilities in this booming area where ‘ 
last year’s retail sales topped $4,762,100,000! —~ if 
? i 
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% THE INQUIRER throughout this whole area. INQUIRER We? seu Oe 
influence with readers pays dividends in growing adver- i, 
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national and local advertisers. 
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The Philadelphia Prquirer 


Constructively Serving 
The World's Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bldg., N.Y.C., Longocre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN. 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Les Angeles, Michigan 0259 
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Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia , 
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Bank Promotes Furniss; 
Names Burke Dowling Adams 


James P. Furniss has been 
elected v.p. in charge of advertis- 
ing of Citizens & Southern Na- 
tional Bank, Atlanta. He succeeds 
Lewis F. Gordon, who will retire 
in January. 

The bank, as part of a move to 
reorganize its ad department, has 
named a new agency, Burke Dow- 
ling Adams Inc., Atlanta, and has 
created an advertising board 


Automotive 


which will have a representative 
from each office of the bank in 
Georgia who will act as local ad 
manager. 


Two to W. Wallace Orr Inc. 
Henry F. Michell Co., Phila- 
delphia producer of seeds, bulbs 
and plants, and the Personnel Re- 
search Center, Philadelphia, have 
appointed W. Wallace Orr Inc., 
Philadelphia, to handle their ad- 
vertising, effective Jan. 1. 


Sheaffer Pen Boosts 4 Execs 
W. A. Sheaffer Pen Co., Fort 


sy 


Advertising Age, December 29, 1952 


End of Excess Profits Tax May Bring 


Madison, Ia., has announced four Reduction in Ad Investments: Bernhard 


major executive appointments, ef- 
fective Jan. 1. C. J. Kjorlien, sales 
manager of the W. A. Sheaffer 
Pen Co. of Canada Ltd. since 1947, 
was named general sales manager 
of the parent company. He is suc- 
ceeded in Canada by Clyde Ev- 
erett, formerly southern district 
sales manager of Sheaffer. Mer- 
chandising Manager F. E. Troy 
has been appointed sales manager 
of the company’s Fineline divi- 
sion, and Don A. Reed, assistant 
advertising manager since earlier 
this year, has been appointed ad- 
vertising manager of the company. 


Names Koehl, Landis 

Thomas Wilson & Co., New York 
maker and importer of laces, em- 
broideries and nets, has appointed 
Koehl, Landis & Landan, New 
York, to handle its advertising. 


Appoints Hilton & Riggio 
Shirriff’s Ltd., Toronto food pro- 
ducer, has-named Hilton & Riggio, 
New York, to handle its advertis- 
ing and marketing in the U.S. 


New Yorx, Dec. 23—Lapse of; may be offset to some extent by 
the excess profits tax in mid-1953' continued growth in circulation 
(as provided for in the statute) | and other revenues. More families 
a have the ge of reducing! appear to be spending . larger 

e earnings of most companies number of their leisure hours at 
in the printing and publishing! home in the ‘television age,’ and 
field. find, after the original novelty of 

“It seems probable that with the| TV has worn off, that they have 
lapse of the tax next year, adver-| more time for reading than for- 
tising budgets may temporarily be| merly. Hence, moderate gains in 
cut back to some extent, reducing! circulation of the leading maga- 
the advertising revenues of many zines seem likely over the next 
publications.” few years. 

After that beginning, Arnold | “Except in the case of women’s 
Bernhard & Co., registered in-|Magazines, considerably higher 
vestment adviser, in the current — oo - —“" for _ 
issue of its investment survey,| leading publishers in the mid- 
“The Value Line,” proceeds to a | fifties,” the report says. “Increas- 
amine the probable trend of pub- | ing competition for the consumer’s 
lishing stocks, and publishing pros- | dollar in the mid-fifties may lead 
pects for the mid-fifties. [to slightly higher advertising 

| budgets. While much of the in- 
crease may go to television ad- 
vertising (particularly as attrac- 
tive displays become possible with 
the advent of color television) it 


s “It is likely,” the analysis says, | 
“that the prospective decline in| 
advertising revenues next year | 


See 


Did YOUR customers buy 162,000,000 units of YOUR 


product last year? Ours did. 


Detroit and Michigan people bought 162,146,993 
p copies of the daily and Sunday Free Press in 1951. 


We submit this as a new “picture” of circulation in 
terms of “wantability.” It is a clue to the volume and 
the value of Free Press appeal to readers in every walk 
of life. It suggests, too, the truly amazing coverage of 
readers available through the Free Press and the out- 
standing sales opportunity made possible for advertisers 


who use our columns. 


This is no “static” audience, but one that continues 
to grow. For The Free Press has shown A LARGER 
INCREASE IN ITS WEEKDAY CIRCULATION IN 
THE LAST TEN YEARS THAN EITHER OF THE 


TWO OTHER DETROIT NEWSPAPERS.* 


This ever-growing audience which has been won 
over by creativeness, resourcefulness and innovation in 
its news and editorial columns clearly spotlights The 
Free Press today as top rank medium for advertisers 


anxious to get maximum results from their linage. 


. *ABC Statement For 12 Months Ending March 31 


— The Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


“AMERICA'S MOST INTERESTING NEWSPAPER” 
STORY, BROOKS AND FINLEY—NATIONAL REPRESENTATIVES 


|is probable that magazine adver- 
tising will show slight year-to- 
year gains. Radio advertising is 
likely to suffer most from TV 
competition. 


s “Coupled with rate increases 
effective in 1951 and 1952 (and in 
| prospect in 1953) for some maga- 
| zines,” the report continues, “these 
forecast linage gains suggest mo- 
derately higher advertising rev- 
enues for leading publications in 
the mid-fifties. 

“The long-term prospects for 
publishers of the leading women’s 
magazines are not so good as for 


{those of other publications,” the 
investment house finds. 
Reasons given are: “(1) We 


look for only a moderate recovery 
in the soft goods field, the main 
source of advertising revenue; 
(2) competition from low-cost 
magazines now distributed at su- 
permarket food chains is intensi- 
fying; (3) the cost of maintaining 
circulation at guaranteed levels 
is increasing; (4) since pre-tax 
earnings are estimated far below 
excess profit tax credits, net in- 
come will not benefit from lapse 
of the excess profits tax in 1953.” 


Williams & Meyer Expands 


Williams & Meyer Co., Chicago 
producer of photostats, blowups, 
sales presentations and displays, 
will have two new addresses on 
Jan. 1. One stat plant will be lo- 
cated at 308 N. Michigan Ave. and 
another at 320 N. LaSalle St. The 
company has been quartered at 14 
N. Michigan Ave. for nearly 20 
years. 


Cott Coming to New York 


Cott Beverage Corp., New Ha- 
ven, is entering the metropolitan 
| New York market, using radio and 
|TV and newspapers to push die- 
tetic non-fattening beverages. 
Dowd, Redfield & Johnstone, New 
| York, is handling the account. Ad- 
| vertising in New England will 
| continue through John C. Dowd 
Inc., Boston. 


Appoints Grabfelder A. M. 

Harold C. Grabfelder, formerly 
|advertising manager of L. A. 
Goodman Mfg. Co., Chicago, has 
been appointed advertising and 
sales promotion manager of Na- 
| tional Litho Forms Co., Cleveland 
maker of carbon-interleaved busi- 
ness forms. 


Barnett Boosts Grace Moore 
Mrs. Grace Moore, advertising 
manager, has been promoted to 
advertising director and buyer of 
Barnett Furniture Co., New Or- 
|leans. She is succeeded by Mrs. 
| Roma Dunne, who has been assist- 
|ant advertising manager and head 
| of the art department. 
| 
‘Dispatch’ Names Moran 
| The Dispatch, Lexington, N. C., 
has named Moran & Hedekin, New 
York, as its national advertising 
representative 
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FOR READERS 
AND ADVERTISERS 


- |. Faster Paced, Harder Hitting Editorial Technique 

2. Sparkling Color Throughout— More Pictures—New Type 
3. Expanded Staff—Greater Coverage of More Subjects 

4. More Money-Making, Labor-Saving Farm Ideas 

5. Greater “Country Living” Section of Help and Inspiration 
6. Broader Appeal to All Ages of Both Sexes 

]. Larger Circulation—Big Bonus Over 2,300,000 Rate Base 
8. Lowest Cost Per M in Farm Magazine Field 

9. Dealer Influence Throughout Rural America 

10. More Power to Move Minds—Move Merchandise 


" Country Gentleman 
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Goodchild to Horton-Noyes 


Theodore F. Goodchild, formerly 
an account executive of Albert 


Appoints Jack E. Levy 

Jack E. Levy, formerly mana- 
ger of advertising of Rich’s Inc., 
has 


Frank-Guenther Law and of Gey- Atlanta department store, 

er, Newell & Ganger, has been been named director of the mer- 
named an account executive of chandising division of the Na- 
Horton-Noyes Co., Providence tional Retail Furniture Assn., Chi- 
agency. cago. 

* * 


SALESMEN WILL CALL 


When these 


newspapers 


carry your ads to the 


U. S. ARMED FORCES. 


Me ortieys 


Aude Bureadw ob f+ 


atoms 


share TEMES, |: “AIR FORCE wemes 


_ 


TIMES | 


Phoenix Mutual Promotes 2 


Phoenix Mutual Life Insurance 
Co., Hartford, has promoted Rich- 
ard N. Boulton to assistant mana- 
ger of sales promotion and Robert 
M. MacGregor to assistant mana- 
ger of publications. Mr. Boulton 
has been an assistant in the sales 
promotion division. Mr. Mac- 
Gregor has been supervisor of the 
advertising division. 


‘Chronicle’ Reduces Column 

The San Francisco Chronicle 
will reduce its column width from 
11.1 to 11.06 picas on Dec. 30. Mat 
shrinkage will be reduced from 
13/16” to 5/16”. 


Publication to Move 
Pacific Printer & Publisher, ~~ 
Francisco, founded in 1908, 
py: to larger quarters on yen. 
1 at Pier Seven, The Embarcadero. 


Buschgen Rejoins NBC 


| erage 


Advertising Age, December 29, 


1952 


Competition Varies Market by Market 


Among Brewers, Bot A’s McLauchlen Says 


New York, Dec. 23—Stiff com-! 


petition is making saturation pro- 
motion in local markets de rigeur 
for brewers, according to J. Robert 
McLauchlen, of the Bureau of Ad- 
vertising, ANPA. 

Mr. McLauchlen, alcoholic bev- 
account supervisor, said 
there “are as many different com- 
petitive situations as there are 
communities in which beer is sold. 
The brewer, therefore, must adapt 
his sales and advertising program 
| in each of his markets to the com-! 


petitive factors and consumer buy- | 


| ing habits in that market. 

“To the extent that he fails to do 
that, he has failed to make the most 
of his varying market-by-market 
competition. And this applies to 
every brewer, whether his distri- 


William B. Buschgen has re-| bution is local, regional or nation-| 
joined the NBC Spot Sales de-|,)» . 


partment as a radio salesman after 
a year with the U. S. Army in 
Germany. 


® Local-level advertising is gain- 


THE MOST 
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60,000 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


000 


ing strongly in the beer field, he 
continued, with newspapers show- 
ing a linage gain of 7.2% over the 
same period of 1951, as reported 
by Media Records. 

Mr. McLauchlen said that, at 
the same time, magazines’ page 
volume on beer is down 14.3% 
dollar volume in network radio is 
off 35.5% and network TV down 
| 0.7%. 
| A total of 16,312,634 lines were 
| placed by 104 beer advertisers in 
the first three quarters of this year 
—as compared with 14,529,054 lines 
placed by 99 advertisers in the 
same period of 1951. These figures 
are from Media Records’ listing of 
| 100-odd cities, said Mr. McLauch- 
len. 

He said 18 new beer advertisers 
paws appeared, while 13 old ones 
| dropped out, a net gain of five. 


28 Subscribe to Nielsen: 


22 Agencies, 6 Advertisers 

A. C. Nielsen Co. has added 28 
| subscribers for its services. Twen- 
ty-two are agencies, the rest ad- 
| vertisers. Agencies subscribing are 
| Knox Reeves Advertising and Sul- 
livan, Stauffer, Colwell & Bayles 
for the television index and Ro- 
bert W. Orr & Associates for the 
radio index. Agencies subscribing 
to Nielsen Coverage Service are 

N. W. Ayer & Son; Ted Bates & 
|Co.; Batten, Barton, Durstine & 
Osborn; Benton & Bowles; Biow 
|Co.; Leo Burnett Co.; Compton 
Advertising; Dancer-Fitzgerald- 
|Sample; Foote, Cone & Belding; 
| Kastor, Farrell, Chesley & Clif- 
|ford; Knox Reeves Advertising; 
|Lennen & Newell; Marschalk & 
| Pratt; Morse International; Mc- 
Cann-Erickson; Tatham-Laird; J. 
| Walter Thompson Co.; Geoffrey 
Wade Advertising, and Young & 
Rubicam. 

Advertisers subscribing are Pa- 
cific Borax Co. for the television 
index, and Borden Co.; Esso Stan- 
|dard Oil Co.; Thomas J. Lipton 
Inc.; Procter & Gamble Co., and 
Toni Co. for the coverage service. 


May Debut Scheduled for 
‘Educational Buyer's Guide’ 

The first annual edition of 
“Educational Buyer’s Guide” will 
be issued about May, 1953, by Ed- 
ucational Services, 1502 K St., NW, 
Washington. The volume will con- 
sist of bound and indexed manu- 
facturers’ catalogs to provide the 
| educational buyer with easily ac- 
cessible product information when- 
ever buying needs arise. Contract 
closing date for inclusion of cata- 
logs is Feb. 15. 

The categories covered will be 
audio-visual equipment and in- 
structional aids, specialized de- 
partmental equipment (home arts, 
work shops, etc.), books, general 
equipment and supplies. 


Henderson to Case Institute 
Al Henderson, formerly publici- 
ty and press manager for WTAM 
and WNBK, Cleveland NBC out- 
lets, will join the Case Institute 
of Technology, Cleveland, on Jan. 
1 as administrative assistant in 
the public relations department. 


Sich Ne. 


“Illuminated and 
non-illuminated 
types. 
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j Ano Nuevo. 


“A New Year...A New Life!’ This 
Spanish New Year's saying now has a 
double meaning for many Latin Americans 
— 150,000 copies of the first issue of LIFE 
EN ESPANOL are on the way to them. 


When an expected million or more read- 
ers open Volume I, Number | of LIFE’s 
new Spanish-language edition (published 
fortnightly), they will be impressed with the 
careful editing by outstanding Latin Amer- 


.. Vida Nueva ! 


ican journalists. They will be attracted by 
the striking color reproduction, fine print- 
ing and large page size. And they will read 
with interest the messages of 83 advertisers 
who were quick to captalize on the picture 
impact of LIFE EN ESPANOL. 

If you would like to see a copy of the 
new year’s newest magazine, please write 
or call us at Time-Life Building, 9 Rocke- 
feller Plaza, New York 20, New York. 
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ARTHUR GODFREY couldn’t appear in the latest ranking 


"2 of radio stars—he was busy with another air commitment, 
flying helicopters in the Naval Reserve. He regularly 
captures 2 or 3, sometimes 4, of Nielsen’s top 29 places. 
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ts. Guiding Light. Jone Allison Our Gai Sunday: Vivian Smolen Romance of Helen Trent. Julie Stevens 


1) Mitropoulos 


NY Philharmonic-Symphony. 01 Symphonette: Mishel Piastro Stars Over Hollywood: William Lundigan (Oct. 25) Fun For All: Arlene Francis & Bill Cullen 
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Our Miss Brooks: Eve Arden 


Aunt Jenny: Agnes Young 


Theatre of Today: Patsy Campbell (Oct. 25) 


Ma Perkins: Virginia Payne i 
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People are Funny: Art Lipkietter 


Perry Mason: John Larkin This Is Nora Drake: Joan Tompkins 


CBS Radio again delivers 21 of radio's 29 most popular 
programs (even with Godfrey off flying in the Naval Reserve.)* 
These star attractions give CBS Radio advertisers 

the biggest average audiences in network radio 
at the lowest cost-per-thousand rate in all advertising. 


*according to the latest Nielsen Radio Index summary of the biggest nighttime, weekday, and weekend audiences, Oct. 19-25. 


THE CBS RADIO NETWORK 
Where Your Customers Listen Most 
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Names VanSant, Dugdale & Co. Gifts by Business Men Follow a Pattern 


John W. Eshelman & Sons, Lan- 
caster, Pa., maker of Red Rose 
feed, has appointed VanSant, Dug- 
dale & Co., Baltimore, to handle 
its advertising. Advertising will 
appear in farm publications 
throughout the Eshelman mar- 
keting area, Which extends from 
Maine to Florida and west to 
Ohio, Kentucky and Tennessee 
Previous!y, Charles Blum Adver- 
tising, Philadelphia, handled the 
account 


Kerwin joins KXOK, St. Louis 


Hugh Kerwin, formerly in the 
sales department of the lamp di- 
vision of General Electric Co. in 
St. Louis, has joined the AM sales 
staff of KXOK, St. Louis. 


” New York, Dec. 23—The Amer- 
ican business man has acquired a 
more or less clearly defined ‘pat- 
tern in the selection of business 
Christmas gifts 

This fact emerges from a survey 
conducted this fall by the com- 
mittee on reading development of 
the Book Publishers 
Council, York, during the 
study was made 
customs of 500 


American 
New 
course of which a 
of the gift 
business executives 

The study for example, 
that slightly more than half of the 
business leaders under scrutiny 
give Christmas gifts. It 
reveals, moreover, that gift givers 


some 


shows, 


business 


a 


STAMASY 


Incomplete... like a 
media schedule without The Elks 


Over one million mature family men, with incomes 


set ie. 


double the naticnal median, want your ads to succeed 
in The Elks. It is their magazine, fraternal in nature, | of Commerce Council Elects 
national in scope, high in editorial excellence. At only 
$2.14 per page per thousand, The Elks delivers a mass 


market with class incomes. 


THE 


MAGAZINE 


MEW YORK . CHICAGO « DETROIT « LOS ANGELES 


‘Collins, Miller & 
\, Hutchings 


photoengraving 
plant 


INC. 
Americas 


FINEST 


N. MICHIGAN AVE, 


CHICAGO 1} 


fis the 


j}moted J. A. 


usually present between 10 and 99 
gifts each year. Gifts are more 
often bought by companies for 
their own employes and for peo- 
ple below the executive level 


8 The average cost of business 
Christmas gifts ranges between $3 
and $10, and most companies tend 
to buy the same general kind of 
gifts from year to year. For the 
most part, top executives play a 
role in the selection of gifts. Books 
outranked gift certificates two to 
one, liquor and food three to one, 
five to one, and cigaret 
lighters 17 to one. 

Undertaken in cooperation with 
Satenstein, president of 
American Book-Stratford Press 
and the Book Mfg. Institute, the 
committee placed a series of in- 
stitutional advertisements in Time 
U.S. News & World Report and the 
Wall Street Journal in 
their research. 


wallets 


Sidney 


Tidy House Products Plans 
to Invade Three Markets 

Tidy 
andoah, Ia., 
‘leaner, GlossTex plastic starch, 
Shina Dish and Dexol powder 
bleach, plans to invade three east- 
ern markets in 1953—Philadelphia, 
Baltimore and Washington. Radio 
will be used predominantly. Mon- 
day through Friday broadcasts of 
the company’s “Kitchen Club” pro- 
gram will be placed for 52 weeks 
on radio stations in these markets. 
The stations selected have not 
been announced as yet. Schedule 
includes use of TV, newspapers 
and grocery trade publications 

The promotion will break in 
Philadelphia on Jan. 5 and will 
be followed up later in the other 
cities. Buchanan-Thomas, Omaha, 
agency. 


House Products Co., Shen- 


U. S. International Chamber 


Warren Lee Pierson, board 
chairman of Trans World Airlines, 


|has been elected chairman of the 


United States Council of the In- 
ternational Chamber of Commerce. 
Other officers elected are Sigurd 
S. Larmon, president of Young & 
Rubicam; Thomas H. McKittrick, 
senior v.p. of Chase National 
Bank; Clarence B. Randall, presi- 
dent of Inland Steel Co., and James 
D. Zellerbach, president of Crown- 
Zellerbach Corp., vice-chairmen, 
and S. Sloan Colt, president of 
Bankers Trust Co., treasurer. 

The council has scheduled an in- 
ternational business economic con- 
ference in Vienna, Austria, May 


Promotes J]. A. Bradnick 

West Virginia Pulp & Paper Co., 
New York, maker of West Vir- 
ginia Mill brand papers, has pro- 
Bradnick to public 
relations and advertising director. 
Mr. Bradnick, who has been as- 
sistant p.r. director, succeeds Wil- 
liam D. Staples. Advertising and 
p.r. have been combined with Mr. 
Staples’ leaving and the recent 
retirement of C. P. Elston, who 
was with the company for 47 years. 
A direct advertiser, the company 
has appointed Coates & McCor- 
mick, New York and Washington, 
as p.r. consultant 


Deepfreeze Appliance on TV 
Deepfreeze Appliance Division 
of Motor Products Corp., North 
Chicago, Ill., maker of home freez- 
ers, refrigerators, ranges and wa- 


ter heaters, will co-sponsor the 
Garry Moore television show on 
the network of Columbia Broad- 


casting System, beginning Thurs- 
day, Jan. 8. The company will 
sponsor the first 15-minute seg- 
ment of each Thursday’s show, at 
1:30 p.m., EST 


Orr Promotes Armstrong 

Richard S. Armstrong, who 
joined W. Wallace Orr Inc., Phila- 
delphia, in November, has been 
promoted to director of copy and 
plans. Mr. Armstrong had been di- 
rector of publicity and public rela- 
tions for the Philadelphia Ath- 
letics baseball team before he 
joined Orr. 


pressing | 


maker of Perfex Super | 
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Getting Personal 


Military Government Assn.’s 1952 award for outstanding service 
has been made to Daniel Cox Fahey Jr., v.p. of Washington Indus- 
trial Research Consultants. Mr. Fahey merited the honor because of 
exceptional ability shown in a management survey he undertook for 
the Secretary of the Army. 

Bill Chausse, art director, and Wally Geoghegan, account execu- 
tive at Calkins & Holden, Carlock, McClinton & Smith, have bought 
Glengarry caps signifying their membership in the New York Cale- 
donian Curling Club... 

Carl E. Widney, v.p. of Maxon Inc., retired Dec. 20 after 40 years in 
advertising. He started his career with Butler Bros. in Chicago and 
joined Maxon in 1940 as General Electric account executive. Mr. 


and Mrs. Widney plan to live in Florida where he will write, paint 
and play tennis. . . 


THE BAG-—Lined up behind the day’s bag of mallards, pheasants and partridge, 
this group were recent guests of commentator Edward R. Murrow at the Dutchess 
Valley Rod & Gun Club. Left to right are: Viscount Caldecote, alternative repre- 
sentative to the UN General Assembly for the United Kingdom; Sir Gladwynn Jebb, 
permanent United Kingdom representative to the General Assembly; Walter O Meara, 
senior v.p. and executive creative director of Lennen & Newell, and Trygve Lie, 
secretary general of the UN. Also in the party was Lennen & Newell's president, 
H. W. Newell, but he couldn't get into the picture because he took it. 


Personna Blade Co.’s president Otte E. Kraus was guest of honor 
Dec. 7 at the annual Godmothers’ League dinner. ..Leonor Elorduy, 
assistant to the president of Irwin Vladimir & Co., is holding an ex- 
hibit of her paintings at the Creative Gallery, 18 E. 57th St., New 
York, until Jan. 12. They were made in Mexico while she was liv- 
ing there... 

Mr. and Mrs. Leonard Dreyfuss have presented a planetarium, 
similar to the one in New York, to the Newark, N.J., museum. A 
member of the museum’s board of trustees and the New Jersey state 
director of civil defense, Mr. Dreyfuss is president of United Ad- 
vertising Corp...Some 60 newspaper representatives gathered at 
the Hotel Pierre Dec. 18 to honor Mary Mulligan of Young & Rubi- 
cam, retiring after 50 years in the agency business. Al Ketcham of 
Jann & Kelley Inc. was chairman of the luncheon, at which Miss 
Mulligan received a testimonial... 


‘ oe 


1 ee 


CHRISTMAS AUCTION—Concert and opera soprano Mary Bothwell makes the 
first gift donation to the annual Christmas auction for the benefit of disabled 
veterans sponsored by the Advertising Men's Post 209 of the American Legion in 
New York. The auction was held Dec. 15 at the Hotel Lexington. Miss Bothwell 
is shown donating first edition copies of her two latest record albums to post 
commander John Connorton, left, and vice-commander Cyril Ellison 


Edward S. Babcox, founder and president of Babcox Publications 
Inc., Akron, who is beginning his 5lst year in business, was guest 
of honor at a reception on Dec. 19 at the Portage Country Club 
Hosts were his sons: Reid, executive v.p., and Edward S. Jr. and 
Tom, v.p.s... 

Murray Hirsch, president of Ray-Hirsch Advertising, is chairman 
of the advertising committee for Broadway Investors Club, a new 
group seeking large numbers of small investors in plays, TV pro- 
ductions and other theatrical enterprises. .. 
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Dorothy Gray Works 
Out a Tie-in with | 
Wedgwood China 


New York, Dec. 18—Dorothy 
Gray loves Josiah Wedgwood— 
corporately speaking, that is. 

Gray, the Lehn & Fink subsid- 
iary, which turns out toilet prepar- 
ations, plans to bring out a 
“Wedgwood” line, including per- 
fume, cologne and dusting powder. 
The line will be packaged in the 
famous Wedgwood china and 
earthenware blue shade—a color, 
incidentally, that has been se- 
lected as the fashion color for next 
spring. 

What's more, people buying the 
half-ounce Wedgwood perfume 
will see a replica of the china com- | 
pany’s profile medallion atop the) 
bottle. This is removable for use|} 
as a clip, an earring or as part of! 
a bracelet. 

Gray will use a two-color spread 
in the April 1 Vogue, through Len- 
nen & Newell, to start things mov- 
ing. The theme will be “Fashion 
Set to Fragrance.” The ad will also 
show a Wedgwood museum piece 
and a fashion gown in Wedgwood 
blue. Subsequently, 1,000-line ads 
will be used in newspapers in 14 
cities. 


| 


s Gray will enter a cooperative | 
deal with about 152 major depart- 
ment store outlets on newspaper 
advertising. Pages will be used 
initially, and half-pages_ there- 
after in the leading cities. In lesser 
markets, the start will be made 
with half-pages, followed by quar- 
ters. 

Albert Plaut, promotion and ad- 
vertising manager for Dorothy 
Gray, who dreamed up the Wedg- 
wood angle, said testing of the 
new line showed a ready accept- 
ance. He said the Wedgwood peo- 
ple quickly accepted the tie-in 
idea. 

The new line includes a four- 
ounce bottle of cologne for $3; a 
two-ounce size for $2; the half- 
ounce perfume for $10; dusting 
powder for $2.50; stick cologne 
for $1.50, and a set of 2-ounce 
cologne and the powder for $5. 


Organize Peorla ‘Agency 
Jackson, Haerr, Peterson & Hall 
has been formed in the Jefferson 
Bldg., Peoria, Ill., with a branch 
office at 223% E. High St., Jeffer- 
son City, Mo. Principals are Gra- 
ham Jackson, president; Alvin 
Haerr, v.p. and secretary; Ray- 
mond Peterson, v.p. and treasurer, 
and Richard A. Hall, v.p. and gen- 
eral manager, Jefferson City office. 


Promotes Richard Reynolds 


Richard Reynolds, for several 
years director of radio, television 
and films in the Cleveland office 
of Fuller & Smith & Ross, has been 
promoted to an account executive 
in the Chicago office. David 
Adams, associate director in the 
Cleveland radio department, suc- 
ceeds Mr. Reynolds 


Freeman to Hoffman Radio 

Arthur (Mickey) Freeman has 
been appointed publicity manager 
of Hoffman Radio Corp., Los An- 
geles. Mr. Freeman formerly was 
with Daily Variety, Hollywood, 
and has been publicity director of 
KLAC and KLAC-TV, Los An- 
geles 


Southwestern Agencies Meet 

The Southwestern Assn. of Ad- 
vertising Agencies will hold its 
annual convention in Fort Worth, 
Feb. 12-14, at the Texas Hotel. 
Rowland Broiles, Rowland Broiles 
Co., Fort Worth, is general chair- 
man for the convention. 


JUST ASK FOR MARI:: 


always in line. E 
Int., 431 S. Dearborn St., Chica 
Now 23rd successful year 


w in our 


Lorant to Kelly & Lamb 


Andrew Lorant, formerly with 
the advertising departments of 
Standard Register Co. and the Na- 
tional Cash Register Co., both of 
Dayton, O., has joined the creative 
staff of Kelly & Lamb, Columbus 
agency. 


Robert Crane Heads WICC 
Robert Crane has been appointed 
manager of WICC, Bridgeport, | 
Conn. Mr. Crane succeeds Wallie 
Dunlap, who is taking charge of 
the company’s television operation. | 


THE ONLY MEDIA COVERING THE WHOLE 
OF THE EL PASO TRADE AREA 


Wagar Heads Oswego Soy PR 

Arch C. Wagar, formerly pub- 
lic relations director for Easy 
Washing Machine Corp., Syracuse, 
has been appointed p.r. director 
for Oswego Soy Products Corp., 


The El Paso Times and El! Paso 
Herald-Post are the only media 
covering the El Paso Retail 
Trading Zone — 101,260 square 
miles extending from El Paso 
eastward 300 miles, westward 250 
miles and 200 miles to the north. 


, 


Oswego, N. Y 


Quinn to National Gypsum 
Robert F. Quinn, formerly ad- 
vertising manager of Pittsburgh 
Corning Corp., has been appointed 
manager of advertising services 
for National Gypsum Co., Buffalo. 
Mr. Quinn assumes a new post. 


Two separate newspapers—one low rate buys both! 


Che €! Jasn Cines El Paso Herald-Post 


An Independent Newspaper A Scripps-Howard Newspaper 
Morning and Sunday Evening 


Ferguson Resigns High's Dairy | 

Courtland D. Ferguson Inc., 
Washington, has resigned the ac- 
count of High’s Dairy Products 
Co., Washington ice cream com- 
pany. 


Davidson Named ‘Grocer’ Exec 

Richard S. Davidson has been} 
appoirted assistant general man-| 
ager of Progressive Grocer, New 
York. 


@ DESTINATION URUGUAY: Huber ink for 
South America swings aboard ship. Read more 
—starting on Page 16 of 24-page HUBER NEWS. 


@ FOR OIL? No. Precious kaolin clay for finer 
printing papers is being located with this Huber 
prospecting rig. Read more in HUBER NEWs. 


% ee capo 


p 


@ POUR LE SPORT: Why is the Grand Prix 
auto race the cover picture on a publication that 
keeps graphic arts executives better informed? 


There’s much useful information for you 
in this new issue of HUBER NEWS—if you are 
in the printing, advertising, paper or publishing 
industries. Send for your free copy today. 


J. M. HUBER CORPORATION 


INK DIVISION 
620 62nd Street, Brooklyn 20, N.Y. 
Ink Plants: Bayonne, N. J. + Borger, Tex. * Boston, Mass, 
Brooklyn, N.Y. * EastSt. Louis, Ill. + McCook, Ill. 


Ink Sales Offices: Boston + Brooklyn 
New York + East St. Lovis, Ill. 


HUBER PRODUCTS IN USE SINCE 1780 


Chicago 


NEWS FOR 1982: I’lanting seed: 
lings today assures raw materials for 
the publication industry's use tomor- 
row. Read “Tomorrow's Trees,” Page 7. 


@ FOR QUALITY: Making ink a better serv- 
ant of man with these oscillometer tests and 
checks. Write for your copy of HUBER NEWs, 
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Commercial Dis- 
play Excluding 

Poultry, Classified 
and Livestock, in 


Advertising Age, December 29, 1952 


November Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ApvertisInc AGE 


Commercial Dis- 

play Excluding 

Poultry, Classified 

and Livestock, in 
Lines 


-—~—Total Advertising, In Pages-— — Total Advertising, In Lines Lines int ee scant 
Nov ov. Jan.-Nov. Jan.-Nov. Nov ov Jan.-Nov ; dan.-Nov Nov Nov Se ean, a Nov ae Nov Nov. 
192 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 
Farm Magazines .- oo. 55.4 59.7 695 683.0 41.895 45.129 526.948 516.389 31,626 34.951 
Gate 5 an 6 41, t 6, . ’ " 
a cee i a ee ee Be ee oe 2 ee 77.3 771 8714 8257 58.459 58. 658.923 624,164 42.107 45.254 
+ sewrngp, Bee 985 998 1.0280 Loll2 A2z51 ae 70d 499296 459875 a1 0G aL eeg New England Homestead 348 392 4270 428.4 24342 27.433 299 299,851 18.352 21.134 
edly EE, A. A . . Ohio Farmer 53.0 552 6546 599.9 40.683 404 502.817 460.764 37.029 38.179 
atom tach Oregon Farmer 378 43.0 466.7 4428 28.571 32.541 352.830 334.906 26.522 30.314 
Edition 291 325 335.9 355.4 19.797 22.131 228.318 241.644 18.722 20.981 eras Fe mer 399.9 47.0 516.8 498.7 30.621 3.107 396.844 382.904 27,743 33,162 
ZLower South Edition 305 344 354.0 3588 20.739 23.371 240.762 243.991 19.478 22.285 eiitlesie 
ZSouthwest Edition. 397 453 4608 4993 27.018 30.778 313.319 339555 24,827 28.031 a Se emi eS ast 6m 8 ee ee ee Se 
Average 3 Editions 33.1 37.4 «383.6 «©4045 22.518 25.427 2 275.063 21,009 23.766 coun s Ean 4. ee oS eS ee Co ——— oo foe 
Progressive Farmer Rural NewVorker 271 302 3980 3498 21232 22678 2adeIe 274280 17.606 20832 
#Caroline Va. Edition 100.3 990 1,027.2 869.9 68.222 67.301 698.486 591.509 65.670 65.488 Utah Farmer 36 399 523.1 5122 32.990 30.153 395 157 387 229 27.808 32.016 
allaces’ Farmer 4 y 6 J 697.2 . . 
te “wi Wa 102.3 1024 1.0445 915.4 69,587 69.626 710.308 622,362 66,862 67.734 Washvvaton Farmer 22 339 473.2 433 2 27474 30.153 387 23 327.541 25.656 27.926 
erdsmen ition ‘ y ‘ 330.0 28.063 19. 5 60.978 906 .570 
=. BT 2 WO PLB 8673 65.405 67,294 674.430 589.738 63,272 65.671 Western Farm Life .. 27.6 33.3 3748 3716 21.638 26.085 294.355 291.209 20.014 24.370 
cae 939 98.0 1.0018 879.7 63.866 66.559 681.300 598.081 61.620 64.ngq  Wistonsin Agriculturist 54.4 615 6808 617.2 42.618 194 533.644 483.936 41.852 47.412 
Texas Edition 103.2 1053 1.0845 955.1 70.181 71.602 737511 649. 67.369 69.002 Total Group ...... 1,121.01.155.0 13,524.3 12.793.6 848.807 874.380 10.308.226 9.763.472 708,174 756.700 
Average 5 Editions 992 100.7 1.0300 897.4 67.452 68.476 701.431 610.231 64.959 66.553 Not included in totals. SThis edition a'so carries all linage appearing in Western Farm Life 
Successful Farming 102.0 1143 1.273 1,0604 45.886 51.430 4622 472.128 45.178 50.666 
Total Group ... 472.2 Si3S 4986.4 4988.1 272.912 297.818 2897,249 2883.276 265.171 290,772 s : - 
Not included in totals Farm Linage Trend Figures in thovsonds 
Monthlies 
t*Agricultural Leaders’ 
igest 224 36 2172 2184 4,396 7,182 42.636 42.798 4396 7,182 
American Fruit Grower. 11.0 13.9 2792 2778 4,771 6.008 120,570 119.979 4674 5,896 
American Poultry Journal: 
Eastern Edition 316 %7 3714 3971 13.563 15,758 159,364 170.281 8.667 10.301 
Midwest Edition 222 266 376 3244 9544 11.431 131.932 139210 7.662 8.931 
Pacific Edition 188 219 2678 2780 8082 9416 114897 119.189 6390 7.610 
Average 3 Editions 24.2 28.4 315.7 3332 10,396 12.202 135,398 142,894 7.573 8.947 
Arkansas Farmer 130 149 177.7 1726 9836 11.266 134.360 130.455 9.097 10.729 
Better Farming Methods 415 580 3916 4320 17,802 24.893 168.042 185.269 17.289 24.655 
Breeder's Gazette “45 176 206.9 2515 6.528 7,929 93.116 113.178 4.080 6.475 
‘California Citrograph .. 19.4 27.9 2563 278.0 13.062 18.774 172,120 x 12,922 18,606 
*California Farm Bureau 
Monthly 12.2 120 156.7 1766 9.240 9.093 92.905 102.351 8.996 8.543 
Carolina Co-Operator. 79 120 108 128.9 3.220 5.080 45.273 54.188 3.220 5.040 
WCattieman, The 152.7 146.0 1,408.3 1,275.4 64,268 61.352 591.648 535.772 24.136 20.867 
WElectricity onthe Farm 125 113 1369 1272 4464 4017 48.441 45.349 4464 4017 
lar mer-Stockman 370 383 422.7 3996 28.150 29.134 321.292 303.590 23.252 24.812 
SFiorida Cattieman 835 698 6685 555.2 35.069 29.302 280.984 233.122 16.380 18.697 
*Fiorida Grower 29.6 263 2343 2166 20.145 17.949 159961 147.599 19.586 17.359 
“Idaho Granger 59 72 85.7 903 6 7.840 93,270 98161 6440 7.840 
entucky Farmer 225 236 2706 255.0 17.616 18.502 202.392 199.955 16.251 17.080 
|*Wichigan Farm News 2.3 9 1.7 30.0 25.2 5.367 4170 69.767 58.861 5.327 4.134 
Missouri Farmer .. 46 69 655 75.2 3,177 4,607 46,488 55.889 2556 4.495 
ational Live Stock 
Producer 94 85 9.4 1013 6867 6244 69.534 73.898 5.902 5,904 
PNation's Agriculture 90 76 778 85.6 4.047 3.417 35,076 38.415 4.047 3,417 
jew Jersey Farm Bi-Weeklies 
9 
ng EPCS ese ae eee ee ee ae ee Arizona Farmer 726 719 8629 762.0 54.869 54,382 652.301 576,029 52,391 51.939 
News 93 106 159 1143 4173 4.767 52.029 51.151 3.908 4,502 ree Fara: 
Northern Edition 60.8 544 6106 5644 45,975 41,129 462.015 426.599 41.874 38.553 
ee — a 7 se ee Se ae ee Ue ZSouthern Edition 57.4 547 608.3 572.0 43.370 41.335 455,004 432,482 39.269 38.759 
z Eastern Edition am 2 et ee ee Ee ee Be ee ee le ee eer oor ee eS ES 
bzCentral Edition 327 W%1 3997 4102 14023 15.476 171.428 175.931 12.346 13,797 a 
Es Western Edition 26.0 293 3356 3547 11.166 12.557 143,984 152.134° 10.072 11.363 News 106 117 1528 1434 7.702 _ 8.527 _ 110,516 _ 104.556 6,951 _ 7.626 
Average 3 Editions 331 %7 3955 4124 14.221 15.719 169.667 176.893 11.662 13.206 Total Group 142-3 1382 1.6252 1.4736 107.244 104.141 1.221.148 1110106 99914 98.221 
@Bouthern Farm & Home 84 81 925 875 8475 8194 98.169 94.314 7.425 7,044 Not included in totals. 
“Geuthern Planter 29.1 332 328.7 3231 20.335 23.240 230.056 226.216 19613 22.604 
wrkey World 448 440 5574 5180 19.199 18.860 239.103 222.415 11.883 9,973 All figures in the following groups were compiled by Advertising Age 
stern Dairy Journal 30.9 282 417.7 4197 12.978 11.876 175,558 176.434 8.792 9.090 Weekly 
Western Livestock ee es 
dournal 993 4 1,247.2 1,099.2 41,741 40.499 524.083 461,852 17.511 16.167 Weekly Star Farmer 
ivoming Stockman Kansas Edition 146 168 2536 3018 36 41.503 618,401 677.565 27.753 32.390 
Farmer 130 154 1615 174.3 11.886 13.804 147.854 159,999 8.148 10,822 Missouri Edition 15.0 162 253.3 268.5 36.961 39.973 624.159 661.687 28.631 30.926 
est Groen a2 0 9122 Time 93006 G38837 452533 TRRL919 S716650 310.956 334.383 Okla.-Ark. Edition 140 154 233.7 253.5 34.556 37.886 575.826 624,930 26.926 29.816 
t August 1952 issue. tE astern, Midwest and Pacific editions were designated as Eastern, Central and Western, respectively. tn 
to October 1952. SNot included in totals July-August issues combined in 1951. §Changed from 760-line page to 688- Dailies 
Wat page in July 1952 Chicago Daily Drovers 
Journal Ssiin © 328 345 3920 359.3 69.695 73,374 834.452 764,354 35.157 42,180 
H Kansas City Daily Drovers 
Newspaper Monthly Farm Sections Telegram 438 405 488.5 430.9 93,118 86.240 1,039,688 917,058 39,212 31,959 
*lewa Farm & Home . 178 25.2 276.2 2746 18,739 26.607 291,190 290,235 17,395 26,166 Omaha Daily Journal 
*fipral Gravure 85 71 88.9 711 «608.4910 7.137 88.758 71.399 8491 7.137 Stockman ...... 9.7 38.6 492.0 425.1 105.664 82,020 1.046.777 904,792 44600 39,378 
P@Fexas Ranch & Farm 591 22.2 266.1 217.9 62,104 24696 281,666 233.184 58.751 20.769 St. Louis Daily Livestock 
Motal Group B54 545 6312 3636 89,334 58.440 661.613 594818 84637 54,072 Reporter seve 229 22.9 _ 297-2 _ 2748 _48.774 _ 48.683 _ 632.509 _ 585,207 25.616 _ 27,069 
tLarger page size (1,065 lines) in November 1951. This publication had two editions in November 1952 and only one edition Total Group 149.2 136.5 1,669.7 1,490.1 317,251 290.317 3.553.386 3.171.410 144.585 140.606 
in November 1951 
Canadian 
Semi-Monthlies Country Guide 38.2 37.4 463.3 4388 27,500 26.944 333.632 315.769 27,500 26,984 
American Agriculturist. 289 32.1 348.9 334.2 21,055 23.383 253,985 243,145 18.223 21.268 Family Herald & Weekly Star: 
; 9 028 4 = Eastern Edition 97.1 111.2 993.0 975.3 97.099 111.212 993.050 975,283 68.666 79,504 
nay he ma ~ . a — ——— oS oe =Western Edition 83.0 91.3 8310 822.7 83.034 91.321 830.958 822.790 63.115 71.224 
— S17 303 4013 3797 23.978 22877 303.327 282.546 19.232 19.028, Average 2 Editions 90.1 101.3 912.0 899.0 90,067 101.267 912.006 899.037 131.781 75.364 
. 47 235 118.0 90.2 10.360 9,870 49,502 7,900 9.87 aS eee 
og alae 35 ? 628 673.3 6789 43.636 49.227 527.827 532,151 42.922 47.650 Canadian Coyntryman 395 37.0 490.9 433.1 27,680 25.918 343,714 303.163 21.411 20,146 
a “ee 291 901 8226 7745 $4,200 95 868 607147 48.925 S0.010 ‘Farmer's Marazine 312 358 3536 363.0 13.368 25,053 177.481 258150 13.226 24 
8 37 447.6 431.0 30.426 27.104 325,885 313.664 23.131 21. a Sons 
Needs Seiryase oe ee Sl (fos «peso «S788 «3eae02 «(SaBees «fT ise oosee | Farmer 1035 95.2 1,109.2 1,085.7 111,885 104,706 1.215.982 1.197.720 76.720 68.688 
indiana Farmer's Guide 238 255 3216 282.2 18.685 20.025 252,253 221.305 13.960 16.223 Western Producer a ee em ee ee Se OSS SS AS Bm 
Kensas Farmer 472 43 500.7 469 35.897 32.834 380.586 356.661 30.812 26.948 Total Group 347.6 340.9 3,885.1 3,661.6 318,830 320,549 3.577.906 3.539.220 301.020 240,394 
Michigan Farmer 45.0 46.7 566.9 5321 34571 35.861 435.404 408.636 31.282 32,372 Four issues in November 1952; five issues in November 1951. =Not included in totais. :Changed from 700-line page to 429-line 
Missouri Ruralist 410 40.0 507.5 4438 31,170 30,389 385,717 337,263 27,120 26.206 page in April 1952 Larger page size (1,100 lines) in November 1951. 


in Philadelphia Art Directors’ Exhibit 


PHILADELPHIA, Dec. 23—N. W. 
Ayer & Son won four gold medal 
awards in the 18th annual exhibi- 
tion of the Art Directors Club of 
Philadelphia at the Pennsylvania 
Academy of Fine Arts 

Gray & Rogers also won one 
gold medal, while others went di- 
rectly to advertisers 

Some 300 of the finest pieces of 
advertising art produced during 
the past year are on exhibit here 
until the end of the month 

Judges included Roy W. Tillo- 
ston of Union Carbide & Carbon 
Co., New York; Jack Keenan, J 
Walter Thompson Co., Detroit; 
Ralph Pollard, Procter & Gamble 
Co., Cincinnati; William W. Miller. 
General Outdoor Advertising Co., 


Chicago, and Morris L. Rosenblum. 
Macy's department store, New 
York. 


the art di- 
publications 

were 
awards 


For the first time. 
rectors of agencies, 
and industrial concerns 
awarded the gold medal 
and second prize certificates of 
distinctive merit. Certificates of 
recognition went to the advertiser 
and the contributing artist 


@ Following are the gold medal 
winners (artist in parentheses): 

Magatine ads, color: Paul Darrow of 
N. W. Ayer & Son for De Beers Consoli- 
dated Mines ‘Brian Connelly) 


Magazine ads, b&w: S. Neil Fujita of 
Ayer for Felt & Tarrant Co. (Edward E 
Gallob: 

Trade publication ads, color: William H 


Smith, Kline & French Labo- 
Robert Leshick) 

Trade publication ads, b&w: Warren 
Blair of Smith, Kline & French (Mr 
Leshick), and Wanda A. Norstrom, Con- 
tainer Corp. (S. Friedman) 

Newspaper ads, over 300 lines: Paul 
Darrow of Ayer for the Pennsylvania Co 
for Banking & Trusts (Fred Banberry) 


Oakley Jr., 
ratories (H 


Newspaper ads, under 300 lines: Charles | 
Evo of Gray & Rogers for American 
Chemical Paint Co. ‘Arthur Wallower). 

Display and direct mail (booklets, fold- 
ers, pamphlets and broadsides): Andrew 
Schmidt of Sharp & Dohme (‘(Sudler & 
Hennessey! 


Display and direct mail: Cal Anderson 
of Ayer for Atlantic Refining Co. (M 
Heilman) 

Display and direct mail (point of sale 


displays): Raymond A. Ballinger of Rein- 
hold Publishing Co 

Editorial design 
and complete book 
of C. Schmidt & Sons 

Editorial design (editorial page or 
spread design’: Bradbury Thompson of 
Mademoiselle (Robert Z. Schneedberg). 


design 
Cullen 


(house organ 
Edward G 


Sun Chemical Promotes Hurd 

Ira S. Hurd, sales manager of 
the Warwick chemical division 
of Sun Chemical Corp., West War- 
wick, R. L, has been promoted to 
sales promotion director. 


Montano Joins Ovesey, Berlow 

Joseph R. Montano, formerly 
with United Advertising, has 
joined Ovesey, Berlow & Strauss, 
New York, as production manager. 


Richman Leaves Goldblatt 

Ruben A. Richman will leave 
Goldblatt Bros., Chicago depart- 
ment store chain, on Jan. 1. He has 
been director of resource relations 
since Feb. 1, 1952. Prior to that he 
was advertising manager and sales 
and publicity director. He joined 
the chain in 1934. He has no defi- 
nite plans for the future. 


‘Flying’ Lowers Ad Rates 

Ziff-Davis Publishing Co., New 
York, has reduced the one time 
page rate for Flying from $1,000 
to $875, effective with the March, 
1953, issue. Other prices have been 
lowered proportionately. The de- 
crease will be compensated by an 
increase in the cover price, which 
goes from 25¢ to 35¢ per copy 


Appoints Edwin Goat | 

Edwin W. Goat has been pro- 
moted to assistant v.p. of the Bow- 
ery Savings Bank, New York. Mr 
Goat was assistant secretary and 
has been promotion manager for 
several years. 


‘National Gypsum Promotes 2 


National Gypsum Co., Buffalo, 
| has elected John W. Brown to v.p. 
jin charge of dealer sales. Wade W. 
Hildinger was named general sales 
manager of dealer sales. Mr. 
|Brown has been general sales 
|manager, and Mr. Hildinger has 
| been assistant general sales mana- 
ger. 


Kellogg Promotes Gro-Pup 


Kellogg Co., Battle Creek, Mich.., 
will sponsor a 15-minute segment 
»f the Garry Moore show on 54 
CBS-TV stations for Gro-Pup Rib- 
bon dog food, beginning Jan. 2. 
The company also will run a series 
of full-page ads in Look, and ads in 
|dog publications. Leo Burnett Co., 
| Chicago, is the Kellogg agency. 


Appoints Walsh Advertising 

Auto Electric Co. has named the 
Toronto office of Walsh Advertis- 
ing Co. to handle its advertising 
and merchandising, effective Jan 
1. Plans for next year are under 
discussion. 
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Practical Builder's 
Money-Making Ideas, 


q ACTIVATE BIGGER BUILDER BUYING 


Nothing is so important to builders as practical, bread-and-butter 
information on “how-to-build-better-for-less-money’’— and no builder 


magazine does this vital editorial job in the down-to-earth, money-making 
is manner of PRACTICAL BUILDER. 


Says big Birmingham builder, Richard Hail Brown: 


“Yes, definitely, you are on the right track. Your articles 
are helpful to the individual builder and will help us 
through the coming period when the men are going to be 
separated from the boys. 


“These articles are money in the pockets of builders. 
I have gotten some splendid things out of them and passed 
several of them on to other builders and recommend 
that they read them in PRACTICAL BUILDER. It is the kind 
of thing we are going to have to have more and more of 
because conditions are going to require efficient methods. 


RICHARD HAIL BROWN 
B&D Development Company, — “We are cutting them out and making a book of them and 
Birmingham. Regional Vice- passing them around among the organization and studying 


President, National Associa- 


; them for adoption in every way that we can.” 
tion of Home Builders ] 


a Because for 17 years, PRACTICAL BUILDER has been the Trade Paper of 

the Light Construction Industry—the only magazine published exclusively 
for builders and contractors—PRACTICAL BUILDER offers advertisers 
today the largest builder buying power you can get—and at the lowest cost. 
Many more executives, owners, managers and other top men among 
builders read PRACTICAL BUILDER than any other magazine. 


Here’s the kind of MONEY-MAKING articles Mr, Brown talks about— 


A NEW SERIES 
CURRENTLY RUNNING 
IN PB 


Affiliated with @ Building Industry Magazines comprising 3 U ilder 


the largest, most distinguished publications in the building 
industry: Building Supply News, Building Material Mer- 
chant, Ceramic Industry, Ceramic Data Book, Brick and 


Clay Record, Masonry Building. 5 South Wabash Avenue, Chicago 3, Illinois 


Meas 


HOMES AND APARTMENTS MODERNIZING, MAINTENANCE, FARM AND NON-RESIDENTIAL 
PB's builder readers REMODELING—PB readers account for PB readers build more than 
average 17 homes each. between $2 and $3 billion annually. $2 billion annually. 
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: Net paid circulation now J30,000... nartt nal 


The news magazine of ORIGINAL nd 


“... news so useful, so original, 
so important that U.S. News & World Report . 
has become an established source of news 


for the nation’s press.”’ 


. ‘ 
ire i ee ee eo ee 


Americas Class 
News Magarine 


No wonder “‘U. S. News & World Report”’ receives 
more votes as ‘most useful’’ from the editors of the nation’s 
leading newspapers, in cities of 25,000 or more population, 
than any other news or management magazine. No wonder 
“U.S. News & World Report”’ shows a greater circulation gain 

‘over the past five years than any magazine in the 

important news field. 

Your advertising, by appearing alongside news content of 

such importance, benefits by more intensive and more thoughtful 

readership, at a time when prospects are in the mood 

to be informed. 
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TOP SCORE as an established SOURCE of news 


Number of clippings by Romeike in 12 months 7 7 0 7 
for “‘U. S. News & World Report”’ ’ 


Number for the next most-quoted news or 2 g g 0 
management magazine y 


Number for the most-quoted mass weekly y] ‘ 2 1 4 


ROMEIKE, “World’s Largest Press Clipping Bureau,”’ says: 


““A check of our records reveals the fact that in the twelve months ending 
April 30, 1952, we have furnished you with a total of 7,707 press clippings 
representing newspaper articles containing references to material originally 
published in U. S. News & World Report. 

“In the same period, the magazine in the news and management field which 
had the second largest number was furnished with a total of 2,990 clippings. 

“‘In the same period, the magazine in the mass weekly field which had the 
largest number of clippings received a total of 2,219 clippings.” 


(signed) HENRY ROMEIKE, INC. 


Advertising Offices: 39 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. + BOSTON + PHILADELPHIA - WASHINGTON + DETROIT + CLEVELAND + CHICAGO + SAN FRANCISCO 
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Bozell & Jacobs Moves 
Bozell & Jacobs’ Indianapolis of- 
fice has moved to 1812 N. Meridian 


St 


PENNIES FOR ART 
INSTEAD OF DOLLARS 
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White FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


105 Wolnut Sr. - 


Peoria, Ilinols 


‘Bitner Denies Ban 


on TV Beer Sales 


Dec. 23—Harry 
manager of 


INDIANAPOLIS, 
| Bitner, general 
|WFBM-TV here, has denied an 
Associated Press report that the 
station had banned commercials 
showing beer drinking “in re- 
sponse to a protest by Methodist 
ministers.” 

Mr. Bitner told AA no protest 
had been received. He said the 
Station had been merely sent < 
copy of a resolution adopted by ua 
Methodist group. He added that no 
formal action had been taken by 
the station. 


Stone Joins F. E. Myers 


Thomas M. Stone, formerly man- 
ager of the advertising research 
department of Fuller & Smith & 
Ross, Cleveland, has been appointed 
market research manager for F. 
E. Myers & Bros., Ashland, O., 
maker of water system pumps, wa- 
ter conditioning equipment and 
hand and power sprays. 


Adpost Auction Nets $7,015 

The annua! Christmas auction of 
the Advertising Men’s Post 209 
of the American Legion, New 
York, brought in $7,015. Funds 
raised at this 25th anniversary 
auction will be used to support 
the admen’s post “J.O.B.” (Just 
One Break) Wing for disabled 
veterans. 


Promotes Richard A. Modig 
Holo-Krome Screw Corp., Hart- 
ford, Conn., maker of H-K cold- 
forged socket screw products, has 
promoted Richard A. Modig to 


general sales manager, effective 
Jan. 1. Mr. Modig became the 
company’s New England repre- 


sentative in 1935. 


Dale Studios Names Agency 

Dale Dance Studios Inc., New 
York, has appointed Lewin, Wil- 
liams & Saylor, New York, to han- 
dle all advertising. 


Taylor M. Ward Moves 

Taylor M. Ward Inc., Ithaca, N. 
Y., agency, has moved into its own 
building at 315 North Tioga St. 
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You Ought to Know » » » George De Pue 


The new executive v.p. of Robert W. Orr & Associates is 38. He 
ducked out of divinity school to become an actor. He’s been at various 


boy. 


George De Pue Jr. 


times an auto salesman, a chief on a magazine 
subscription field crew, and an NBC page 


He thinks the agency’s role will be increas- 
ingly that of a marketing counselor. 

George came into the agency business from 
radio; in 1946 he gave up his job as sales 
manager of World Broadcasting (then a Decca 
subsidiary ) 
Hirshon-Garfie!d. 

A year later he was a partner in his own 
agency—Roberts, Ambrose De Pue—working 
on such accounts as Skol, 666 cold remedies, 
Clairol and America’s 


to become radio director of 


Future Inc. 


s From there he went to Young & Rubicam, 
winding up as account exec on Bristol-Myers’ 
Sal Hepatica, Trushay, Bufferin, and Minit- 


Rub. He spent five years at Y&R, leaving last January to join Orr as 


account executive on Jergens. 

On Dec. 4, he was placed in 
charge of all agency operations 
under Bob Orr. 

As proof of his belief in mer- 


, in the.. 


MANAGEMENT MEN 


ARE TALKING ABOUT... 


- chemical process industries 


Sales keep climbing in the Chemical Process Industries . . . 

for equipment makers, constructors and producers of materials . . . 
for transportation, power and all kinds of services. 
It’s an enterprising, idea-receptive field 


where more money is earmarked for capital spending 


than by any other division of industry. 

And in this market of opportunity, 
bold-visioned executives consult CHEMICAL WEEK 
to gain business acumen that pays off in profits. 
In the process industries .. . it’s management’s own magazine 


Crisp, appraising and impartial in content, CHEMICAL WEEK 
traces the intricate fact-patterns behind the news 
and probes the full range of problems 

confronting chemical businessmen. 

That's why its subscribers include 

more executives and more new readers 

than any other publication in the field. 

And with ad pages doubled in 1952, 

wise advertisers endorse CHEMICAL WEEK 

for taking their product message to the market place . . . 
to sell process management men and to keep them sold. 


ABC + ABP 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, N.Y. 


chandising and marketing, the in- 
ternal arrangement of the Orr 
agency has now been changed to 
include a new marketing division. 
Under marketing (headed by a 
v.p., Fremont Knittle) are mer- 
chandising and field work, and re- 
search, broken down into copy, 
media and product. 


@ George is a believer in field 
work, in tramping through stores 
and talking directly to dealers 
and customers. When he was look- 


'ing for a man to head the mer- 


chandising and field work opera- 
tion, he looked for one who had 
some knowledge of the trade, but 
more important, one who was 
young and aggressive and wore 
“shoes with thick soles.”” De Pue 
intended the young man to do a 
lot of walking. 

Before he came to the agency 
business, George was a radio rep- 
resentative (v.p. of Headley- 
Reed), a station manager (WSAN, 
Allentown), assistant night man- 
ager of WHN (now WMGM in 
New York), and worked for NBC 
as assistant to the night executive 
officer and as a page boy. He 
remembers the group of page boys 
who went through the course with 
him as “distinguished”’—two 
others were Gene Rayburn, an up 
and coming Manhattan disc jockey, 
and Gregory Peck. 


@ His academic background is a 
little different. He went to Blair 


| Academy, took summer sessions 


designed for pre-divinity students, 
and when he entered Muhlenburg 
College, he still wanted to be a 
minister. He later decided he 
wanted to be an actor, and played 
in traveling stock. He says can- 
didly that the only two things he 
ever wanted badly to be (“and 
they aren’t really so far apart’) 
were an actor or a minister. 

In the summers and after leav- 
ing college he worked as a sales- 
man, both for auto dealers and 
door-to-door. He was also a crew 
manager for Butterick (where he 
worked a 50-50 split with local 
fraternal organizations or the fire 
department). 

He’s married to the former 
Rodgers White, who is editor of 
Young & Rubicam's copy testing 
device, ‘New World,” and he has 
two children by a former marriage 
—a son, 13, and a daughter, seven 
He lives in an apartment on Sutton 
Place, and has a house in New 
Jersey, where he recently fought 
down 2 swarm of carpenter ants, 
who wanted to share the place 
with him. 


Acquire Ed Shapiro of Florida 
J. Samuel Garrison and Fred C 
Ellis have taken over Ed Shapiro 
of Florida, Miami Beach agency 
Mr. Garrison, a former partner of 
the agency, opened a branch office 
a year ago. Mr. Ellis has been ac- 
tive in advertising, merchandising 
and publicity for almost 20 years 


Subscription House Moves 

Subscription House Inc., New 
York, has moved to larger quarters 
at the Salmon Tower. 
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This Week in Washington... 


Sawyer Condemns Anti-Trust Laws 


By Stanley Cohen 
Washington Editor 

WASHINGTON, Dec. 24—Outgoing 
Commerce Secretary Charles Saw- 
yer has added to the clamor for 
some new thinking about anti- 
trust policy. 

He says the time has come to 
stop condemning bigness as such. 
Moreover, he contends that most 
anti-trust litigation could be 
avoided if the Justice Department 
would agree to set up a “confer- 
ence section” which would help 
business men avoid anti-trust haz- 
ards. 

His views became public with 
the release this week of a special 
report by the Commerce Depart- 
ment’s business advisory commit- 
tee, holding that existing anti-trust 
laws are out of tune with the real- 
ities of modern business. 

The advisory committee says 
that big, medium and small busi- 
nesses are a!l needed, and that the 
real test of “monopoly” is the ab- 
sence of “effective competition.” 

To assure “reasonableness” in 
anti-trust policy, the business ad- 
visory committee suggests that 
cases go before review boards of 
business men, economists, engi- 
neers and non-prosecuting law- 
vers for policy clearance before 
legal action is authorized. 

The thinking. of course, is al- 
most entirely that of big indus- 
trialists who sit on the Commerce 
Departinent’s business advisory 
committee. But many of these men 
are close to the new national ad- 
ministration; their report may be 
the point of departure in the event 
the Republicans decide the time 
has come for a fresh look at stat- 
utes which have been on the books 
since the days of William McKin- 
ley. 

* e * 

In releasing the business ad- 
visory committee’s report on “ef- 
fective competition,” Sec. Sawyer 
observed that his department has 
facts which dispel the impression 
that big corporations have been 
“gobbling up” practically all small 
companies. 

An over-all review of 452 prin- 
cipal industries shows more in- 
stances of less concentration than 
more concentration, he declared. 
“Whereas in 1900 there were ap- 
proximately 21 business firms per 
thousand persons, in 1949—after 
all the gobbling up was supposed 
to have taken place—there were 
26 business firms per thousand 
people,’ he commented. 

e 

Medica! science may be doing 
miracles for the human infant 
mortality rate, but the mortality 
rate for infant business enterprises 
remains painfully high. 

A report by Betty C. Churchill, 
of the Commerce Department's of- 
fice of business economics, shows 
that about a third of some 7,000,- 
000 firms which were started since 
1944 did not survive the first year, 
and about half did not survive the 
second year without a break in 
ownership. Lack of profits was 
by no means the only reason for 
sale or liquidation. Many were 
given up because of illness or re- 
tirement by the owner, or because 
of a better opportunity in another 
Lusiness. 

Prosperous postwar business 
conditions have maintained the 
business population at a high level 
of about 4,000,000 firms, the re- 
port says. However, half of these 
firms have been operated by their 
present owners 444 years or less. 

. e e 

Sen. William (Wild Bill) Langer 
(R., N. D:) is letting it be known 
that he hopes to escape service on 
the Senate post office and civil 
service committee when Congress 
reassembles. As chairman of the 
committee during the Kepublicat- 


‘controlled 80th Congress, 


Sen. 
Langer was a stubborn advocate 
of sharply higher postal rates. 

Because of his seniority, Sen. 
Langer expects to become chair- 
man of the powerful judiciary 
committee. He will also ask the 
Republican Senate caucus to shift 
him from post office affairs to 
foreign relations. 

6 + e 

Census figures show that the 
incoming national] administration 
was being politically realistic when 
it gave Oveta Culp Hobby the Fed- 
eral Security Administration cab- 
inet post. As the agency which 
supervises Social Security and 
takes the initiative for government 
action in the field of health and 
welfare, Federal Security is an 
outfit that commands respect. 

Recent census surveys indicate 
that one out of 12 civilians in the 


United States is over 65. Fifty 
years ago only one in 25 was over 
65. 

No wonder Mrs. Hobby is confi- 
dent that the Republicans will 
move quickly to authorize a study 
to determine whether Social Secur- 
ity coverage can be improved. 


Consumer durables industries 
will soon be out of the woods, so 
far as supplies of steel are con- 
cerned. Allocations for the second 
quarter of 1953 prwvide for 70% 
of the amount of steel used dur- 
ing a similar period in 1950. 

However, this is a “rock bottom” 
allotment. Most @fficials believe 
steel will be so plentiful by spring 
that allotments will be “open 
ended.” In other words, “steel 
rationing” will be abandoned. 

Copper and aluminum continue 
to be a problem, however. 


IWT Gets Mystik Division 

The retail division of Mystik 
Adhesive Products, Chicago, has 
appointed J. Walter Thompson Co., 


Chicago, to handle all its adver- 
tising, effective Jan. 1. George H. 
Hartman Co., Chicago, has been 
re-appointed to direct all adver- 
tising for the company’s point of 
sale division and for the industrial 
and automotive division. 


Appoints Clyde McDannald 

Clyde McDannald, formerly with 
Foote, Cone & Belding, has joined 
Harry B. Cohen Advertising, New 
York, as a member of the account 
service department. Henry Sla- 
min Jr., former traffic manager, 
has been promoted to account 
service work. 


Promotes William Peters 

William D. Peters, previously 
employed as sales executive in 
Minneapolis and Columbus by) 
General Mills Inc., has been pro- 
moted to advertising manager of 
the O-Cel-O division. 


IT'S IN THE BAG 
ios in your 
‘ eveys prove 
people prefer them. Picteriol 
s. and newspopers reach 
tep circulations becouse of 
them. SINGLE PRINTS or 
money -savi wb. oveil- 
able. Write for FREE rroef- 
bevk No 1! 
EVE*CATCHERS, inc. 
207 E. 37th St., N.Y. Cityle 


WHAT CAN YOU SELL.... 


TO THE VENDING INDUSTRY ? 


intermohen 


- 
VEND © the magayine of automatic men heandising ‘8% Randoiph Tower Bidg Chuage | 


The Billboard Publishing Company, ~ 


The vending industry hos grown ve fost 
o 


vew 
industry FREE 56 page survey write on 


for expert wet 
nhol sole NOW PREPARING 
ANNUAL DIRECTORY ISSUE 


* feed Products eroges Condy 


Tebecce and others 


* Component Parts bes meterels 
motors valves ete 

© Matenels Handling Devices moter 
trucks werehousing tools ete 

* Business Equipment Office me- 
chines printed ferme, imventery 
equiemen 


o send bereture 
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You wouldn’t overlook the rich 
San Francisco Bay area. Then 
don’t overlook California’s great 
inland market—the Billion Dollar 
| Valley of the Bees. The Valley 
has higher total retail sales than 


National Representatives < . 


BILLIGN DOLLAR 
VALLEY OF THE BEES 


San Francisco and Oakland com- 
bined!* Be sure your schedule 
includes the Valley’s leading 
The Sacramento 
Bee, The Modesto Bee and The 


newspapers: 


Fresno Bee. 


*Sales Management's 1952 Copyrighted Survey 


McClatchy Newspapers 


. O'Mara & Ormsbee, Inc. 
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Corrects Waterman Record: 
‘Switch’ Was Wrong Word 

To the Editor: For the sake of 
the record, I would like to correct 
your front page news flash in the 
issue of Dec. 15 that the L. E. 
Waterman Co. “switched its ac- 
count” from our company, Actual- 
ly, we resigned the account on Nov. 
11 in utmost friendship anda under 
no compulsion. We simply thought | 
that after 14 years’ service the 
Waterman cempany needed a+} 
change. | 

In acknowledging our resigna-| 
tion, Mr. Waterman wrote: 

“.. 1 cannot accept your resig- 
nation without expressing appre- 
ciation on behalf of the company 
and myself personally for the loyal 
and cooperative work you have 
done for us in the past.” 

We did not publicize our resig- 


House & Garden 


medium of 


as in 


1951, 


moore 


stores mentioned 
HOUSE & GARDEN 


exclusively in their 


own store-paid newspaper 
advertising of homefurnishings 
home equipment and building 
during the first 6 months 


of 1952 than 


any other national 
home service 


magazine. 


House 
& Garden 


| 


|of things they 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


nation for two reasons. First, out 
of consideration for our friends 
and. second, because nobody really 
believes a notice of resignation. 

I am sure Waterman's did not 
wish to create the impression that 
we were discharged, and I con- 
gratulate the company on their se- 
lection of BBDO. 

CHAS. DALLAS REACH, 

President, Chas. Dallas Reach 

Co., New York. 


Bar-Chart Stops 
a Sharp-Eyed Reader 

To the Editor: Your Dec. 1 is- 
sue has a very excellent article en- 
titled ““Mediamanship,” which re- 
fers to the truncated bar-chart No. 
19. 

I think that you have truncated 
your bar-charts in your issue of 
Dec. 8. Your graph for the audi- 
ences of weekend publications | 
shows La Patrie with a total audi- | 
ence 810,000 and the graph in| 
actual inches measures 1 5/16) 
inches. The audience of La Presse 
has also 810,000 but your bar on 
the graph measures 10/16”. 

However, I do not intend to! 
make this criticism without giving | 
you a pat on the back. I certainly | 
would not have noticed this dis-| 
crepancy in the chart if I did not 
read ADVERTISING AGE intensely | 
page by page and cover to cover 
and look forward to receiving each 
issue. Keep up the good work. 

S. D. Rose, 

Young & Rubicam, Montreal. 

Sharp-eyed Mr. Rose is right. | 
The chart, which AA reproduced 
from a Canadian Advertising Re- 
search Foundation report, short- 
changed La Presse on the length 
of the bar designating total pro- 
jected audience. 
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Who's on First? 

To the Editor: Not that we give 
a great “Dam,” but Damar errs ac- 
cording to your Page 1 statement 
(Dec. 8 issue) that “Damar be- 
lieves it will be the first mail order 
manufacturer also dealing directly 
with retailers.” 

Two years ago, we launched 
Miracle-Gro plant food for one of 
our mail order clients, Stern’s 
Nurseries. Following its tremen- 
dous success by mail, this agency 
then set up a wholesaler-retailer 
campaign last year for the product. 
During 1952, Miracle-Gro has sold 
sensationally both by mail and 
through retailers. 

We point with great pride to this 
“miracle of modern merchandis- 
ing’’—but we don’t claim a “first” 
because we don’t know. Certainly 
it’s another tribute to the power of 
advertising to put over a fine prod- 
uct fast! 


Samm S. BAKER, 
Vice-President, Kiesewetter 
Associates, New York 

. + + 


McDonald Offers New Idea 
for Agency Ad Signatures 

To the Editor: One fundamental 
principle in the merchandising of 
a manufactured product is the use 
of trademarks and design features 
to cleariy identify the product in | 
the public mind. This merchandis- 
ing practice beneficial to the 
public because it makes it easy for 
people to know the manufacturer 
buy. It is equally 
beneficial to conscientious manu- 
facturers who benefit from the 
public confidence they establish. 

So far this letter reads like a 
primer in merchandising. Now for 
a suggestion about using this fun- 
damental principle in = another 


1s 


field. 
Advertising agencies, like manu- 
facturers, have a product to sell. , 


This product is made up of their 
brains, skill, and ingenuity in the 
preparation of advertising. Just as 
some manufacturers produce su- 
perior advertising, and vice-versa. | 
I think it would be a good idea if) 
in every published advertisement 
there were a “hallmark” identify- | 
ing the agency that prepared the 
ad. This would allow other adver- | 
tisers to know whose copy they are | 
reading and give them, over a pe- 
riod of time, an accurate evaluation | 
of different agencies in the fieid. 

The hallmarks can be very small 
and the key to the hallmarks 
identifying the names of each of 
the agencies with a particular hall- 
mark can be published by adver- 
tising magazines. 

E. F. McDona.Lp Jr., 
President, Zenith Radio Corp., 
Chicago. 

What do readers think? 

e + 

It's Happened Again 

To the Editor: On Page 2 of your 
issue of Nov. 24, 1952, you repro- 
duced a Jayson shirt ad produced 
by another advertising agency. 

The illustration: a pair of wo-| 


man’s legs in the act of diving. 
The headline: 
for the man,” etc. 


“I go overboard 


Eleven months earlier we pre- 


pared the enclosed institutional ad 
for our client, Hess Brothers, | 
which ran in Allentown, Philadel- 
phia and central Pennsylvania in}; 
January, 1952. 

The illustration: a pair of man's 
legs in the act of diving. | 
The headline: “Men go over- 

board for the woman,” etc. 
Can this be coincidence? 
MAXWELL DANE, 
Doyle, Dane, Bernbach Inc., 
New York 


PAL Spelled Inside Out . 

To the Editor: In your Dec. 1 
story on the Grand Union Co. elec- 
trical spectacular to be unveiled 
soon in Times Square, you list the 
non-competing products which will 
be promoted therein 

Among them we find “APL ra- 
zor blades.’ Does PAL spelled in- 
side-out equal APL? 


Just for the record, our PAL 


Advertising Age, December 29, 1952 


razor blades will be one of the fea- 
tured products on this huge dis- 
play. To the best of our knowledge, 
this is the first instance of razor 
blades being advertised in con- 
junction with regular food items in 
a combined display of this kind. 
Murray G. KUSHELL, 
Vice-President, Pal Blade Co., 
New York. 


e a + 
A New Measurement 

To the Editor: If you haven't 
caught all of those full page ads 
in various New York papers com- 
paring linage, readership, reten- 
tion and, last week...the “new 


the new dimension - “BEUMERSION PRRECOK” 


*% 
‘WHY’ magazine’ has less D.P. per 
page than any other magazine! 


oF mn race meres Pen DP ATTACH 
|: 
[ss | Colliers fom] 
Post : 


© awn ree 


time 
don’t know 
what publication to buy. 


(reading 
simply 


dimension” 
page), you 


per 


We at Why feel that if Time, 
Life, The Saturday Evening Post, 
Look and Collier’s can do it...so 


can we. Thus, the enclosed. 
Ex.iotr A. CAPLIN, 


Publisher, Why Magazine, 
New York. 
Mr. Caplin is the brother of 


Cartoonist Al Capp; the Capp fam- 
ily, as Toby Press, turns out such 
comics as Li'l Abner, Buck Rogers, 
Shmoo and Dogpatch. Mr. Caplin 
figures this “D.P.” chart will give 
the recent “third dimension” mag- 
azine study “the immortality it 
deserves.” 
o 6 * 


Says Crown Russe Vodka Is 
Ahead in West Coast Sales 

To the Editor: We read with 
much interest your article head- 
lined “Vodka Drinks Are the Rage 
in California,” ADVERTISING AGE, 
Oct. 20, 1952. 

Our compliments to you on an 
excellent story. It sheds a lot of 
light on the vodka picture in the 
West. 

However, we were somewhat 
distressed that you completely 
overlooked the “West’s own lead- 


Derus Associates 


THE LEADER IN RAPID PRO. 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


Home Office 
420 North Michigan Avenue 
Chicago 11 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


371,134 DAWY «+ 
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ing brand’’—the only true western 
vodka which has run strong con- 
sumer advertising regularly for 
the past three years. I refer to 
Crown Russe vodka. 

Produced and distributed by our 
client, International Products Co., 
a division of the Bohemian Dis- 
tributing Co., Crown Russe vodka 
is now far ahead of the western 
vodka field in both distribution 
and sales. 

We believe that Crown Russe 
should receive special mention be- 
cause it is the only consumer-ad- 


CROWN SS 
VODKA 


Smoothest Vodka at any price 


vertised vodka in the West that is 
actually produced in the West. The | 
International Products Co. plant} 
in Los Angeles is one of the most 
modern and complete rectifying | 
plants to be found anywhere. In 
addition to vodka, International | 
produces a full line of cordials and | 
fruit flavored brandies under the | 
Royal Crest and Michel labels. 


Royal Crest! 
BRUM & BRANDY BLEND, 


FULL 90 PROOF. 
Quality blend of 40% 
imported " 


2 


Crown Russe vodka and the rest | 
of the International Products line | 
are now distributed in the 11) 
western states, Alaska, Hawaii, 
Japan, and other Pacific islands. 
Just recently, a luncheon was held | 
honoring the production of the one | 
millionth case of spirits by Inter- 
national Products Co. 

We are confident that Southern 
California is well on the way to 
becoming a major center of spirits 
production and we feel that this | 
client should receive a lot of cred- | 
it for blazing the trail. 

Enclosed are proofs of the latest | 
series of consumer ads for Crown | 
Russe vodka, now running in 24 
daily papers in the West, and the | 
latest consumer series for the Roy- | 
al Crest holiday line, scheduled in 
26 papers. 

Gorpvon M. GuMPERTz, 

Davis & Co., Los Angeles. 

AA’s vodka story was based on 
figures supplied by B. W. Corrado, 
research consultant. Mr. Corrado 
points out that for the fiscal year 
ended June 30, 1952, there were 
219,214 gallons of vodka directly 
distilled, of which 18,728 gallons 
were distilled in California. Also, 
1,109,561 gallons were produced 
by rectification, of which 290,000 
gallons were bottled in California. 
By comparison, Connecticut bot- 
tled 718,000 gallons. 

a . e 
Kennedy Booklet Available 

To the Editor: In a recent issue, 

your reader John Evans wrote 


| 
| 
| 
| 
| 
| 


about the Associated Business 
Publications’ reprint of excerpts 
from John E. Kennedy's master- 
piece on “Intensive Advertising.” 

Just as Mr. Evans says, ABP 
first brought out the piece in 1940. 
Since then thousands of copies 
have given advertisers and agen- 
cies the “solid red meat in con- 
centrated form” he refers to as 
“a good prescription for some of 
the anemic copy now being put 
out.” 

Now, in 1952, the piece is in Tts 
fifth reprinting, and it’s still do- 
ing a job of helping advertisers 
and agencies make business paper 
advertising carry its real share 
of the sales load. 

Jim CorKE, 

Director of Promotion Serv- 

ices. Associated Business Pub- 

lications, New York. 

Mr. Corke advises AA that copies 
of “Intensive Advertising” are 
available for the asking as long 
as the supply lasts. Write to him 
at Associated Business Publica- 
tions, 205 E. 42nd St., New York 17. 


Fo 
rf your FREE copy Call FRanklin 2-693) 
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Appoints Carol Bay Daniels Department Store Sales... Formfit Co.’s Spring 
Harshe-Rotman, Chicago public 
relations consultant, has appointed > . — 
DARRELL PURPUS, | *:: “u's: duvicis sess Volume Up 4% in 2nd December Week Drv im 99 'e Top 
7 ant account executive. Mrs. Dan- 52 Schedul b 50% 
iels formerly edited an employe Wneutinten 23 rt ‘ te the Se 1 sh e y ° 
magazine for Goldblatt Bros., Chi-| . uo , Dec. —Depart-| stores in the South will show the ‘ 
Western Auto cago department store ment store sales in the week ended | best sales records for 1952. Sales a i aay beget 
Dec. 13 averaged 4% higher than | from Jan. 1 through Dec. 13 are eed . vertising “9 1953 ves head 
At to Promotes James Horan those of a year ago. |}up 6% in the Atlanta district and presecee = ying lass nah 
9 James J. Horan, editor, has been| _ However, the Federal Reserve 5% in the Dallas district, com- ing the s i di 1952. 
promoted to eastern advertising Board also reported that in the pared with the same period last . 4 nd os oat tee A % cm 
manager of Fountain & Fast Food, four weeks ended Dec. 13. U. S.. year. oat ion wi e 8 e eynote of 
let us tell everyone in the | New York, a Bill Brothers publi-| department stores hit about the) The New York district will have ie ees — Pn OP 
; ; cation. He is succeeded by John | same dollar volume they did in the the worst year-to-year record. De- scribes as the “lnegest aGvesticing 
advertising business about | Radford, formerly editor of the same four weeks of 1951. .., partment store sales in this district C2™P!8n ever coors taps conch 
this! During the first nine Transcript, Freehold, N. J. As a result, with a little more are running 8% behind last year nae Raaasene end Gedie industry. 
sh - : ’ than two weeks of selling left in % Chetes tom Si You Must Have The Smart Un- 
months of this year, shelp | Kyron to Irvin Rose aaa Week Enaca derlook to Have The Smart Outer- 
< 7 - eserve ‘eV. ec. ec. 
SE us, Western Auto picked and MR oy ee eee DEPARTMENT STORE UNITED STATES i ae 
: a Ss Pncy, ywood, j oe é i a STA Es - 4 uw 
% chose among the two eve- handle its advertising. A national SALES INDEX ¥ | = 7 oo =3 oie lake root 
; campaign will include radio, tele- 1947 uals |  Bostor ._ —-1 —- - i 
ning papers the morning islam, Sowenenere and omer pub- me srl Lowell-Lawrence “3 = 3 a a ig lane 
Sine . © eations . mb. Springfield : —19 ll 1 iM FORMFITS BUBGET-wist SuHIPPiES 
ity paper, and the Sunday paper apr epe | || Week to Dec. 13, '52* p223 gy pe asia Keen on sities 
ay , Bs ; ‘ Week to . 15, , * N ark : _28 _ . & he —o 
in Cincinnati. When the | Two Join Gray & Rogers f Bod he Buffalo — io enatante 
aa Seestes tt Samm : eek to Dec. 6, '52*....195 New York aa eee a - tee Ma me 
+ picking and choosing were arles M. enyon, formerly Week to Dec. 8. '51*....191 bre a : we mee Ne 
5 Vie? managing editor of Motor Age, Week to Nov. 29, '52*..138 Syracuse —15 rl 4 
yies over, the Times-Star ended and L. Foster Jack, previously aoe Philadelphia District —18 r il 
Wt. : a with John LaCerda Agency, Phila- Week to Dec. 1, '51*....161 Cleveland Distsi t = ’ 18 
a . - ve - ee c' —i2 2 3 
ips up with over forty-two per- || delphia, have joined the public *Not adjusted seasonally Akron 4 ‘5 B 
wee é relations staff of Gray " Prel a P — incinnati > —13 6 15 
oonk o he weet Peston ee Philedolphis of Gray & Rogers, pPreliminary 7 Cleveland = 4 12| 
° olumbus _ 2 | 
while we blow our own horn Toledo —~ 8 7 
| Two Name Wallace Orr itt 3st 
ai purchased in a_ nearby Henry F. Michell Co. Philadei.| ‘°® ¥€"» the nation’s department FP omc yor a og Oe 
. enry F. Michell Co., Philadel- | stores were still short of their | Washington | oe 
Western Aute Store of phia producer of seeds, bulbs and Baltimore 21 —2 8 
: plants, has appointed W. Wallace record-breaking 1951 sales. Atlanta District — 3 3 
course! Orr Ine. to handle its advertising.) 4 big buying spurt in the last, Birmingham i i 
The age cy has aiso been ap-|tWo weeks could still bring store Miami 2 8 
pointed by Personnel Research | Sales even with last year. — 8 6 2 
Center, Philadelphia. | It is clear now that department Nos ‘Ovleans 3 & i 
> = Nashville —12 4 ° 
Chicago District ; —W % 5 
Chicago ... —16 2 1) 
Indianapolis —17 0 10 
Detroit ; . - —12 8 8 
; Milwaukee — = 4 
: St. Leuis District —i5 ré lo 
1 Little Rock —12 21 1 
Louisville —17 —l 5| 
St. Louis Area —17 5 13) 
Memphis n 4 4 11 
Minneapolis District . —1I1 $ 5 
ga = : 2| look” will be the theme of the 
Duluth-Superior . 12 5 2| copy. Hy" 
: | Sw Seen —i 4  §$| Bobbies, the teen-age line, will ; 
5 ‘ ; - ; ; = 
AA f Topeka —11 1 «| be advertised in American Girl, ¥ 
; e stu es or } org <a —— : j| Compact and Seventeen in Feb- ‘ 
P St. Joseph a 12 ‘ | ruary, April and June. i 
™ j ahoma ’ = . | Skippies foundation advertising 
: uls ‘ 19 7 8. 
° ideas to put to | | Dallas District —17 om z| is scheduled for Charm, Glamour, ie 
‘ Dallas a —4 8 ~~! | Modern Bride, Quick and Today's ; 
work for his | Fort Worth —14 —5 —5| Woman during March and May. ' 
ouston ~10 il 6) 
San Antonio 21 10 3 
: ’ . San Francisco District —i rl o|@ One to three insertions from 
: agency S clients i Ae ® } =!) February to April will appear in 
Angeles 13 3 6| Better Homes & Gardens, Coronet, 
7 ee n e ° Cosmopolitan, Farm Journal, Har- 
If you are looking for mint-fresh thinking | Oakland 7 3 4, per’s Bazaar, Holiday, Holland's, 
ook é s ~13 = . oe’ 
: for your clients (and what agency | William E. Frazier San Pamahae 6 —I3 | peng: —- Home Journal, 
_ man isn’'t?), may we suggest that Account Executive a a = = ol st : — McCall s, New York 
you give up that bad habit of skimming John Falkner Arndt & C. ~~ Seattle ; 0 1 3| Limes Magazine, Photoplay, The 
through Advertising Age during ompany, inc. Spokane 2 1 5| Saturday Evening Post and Vogue. 
your frantically busy office hours. Philadelphia no Siavieat a: Pe eg bo D scghtigy Boy bad 
illi i “ “Data 8 s , ssues 
% Listen to William Frazier who has found Of course, I have AA sent to my home euebpteaiciess of Better Homes & Gardens a 
“ he must read AA at home to give where I can take the time to read and Ashby Starr Co. Bows net, Cosmopolitan, Good House- 
it the study it deserves: study it thoroughly for ideas keepin Holids Holland’ 
5 cove § li I Ashby Starr Co., Los Angeles, *€ePtng, oltday, olland s, 
“Advertising Age is number one weedd - Wor ‘bl oy ——. a has opened its offices at 3450 Wil- | Household, Ladies’ Home Journal, 
on my list of ‘must’ reading because it cond ~_o ye if T at- shire Blvd. Mr. Starr formerly was | Life, Look, McCall's, New York 
gives complete, unbiased coverage of . at ene Sucy S Cessrves, | advertising and sales promotion) Times Magazine, Photoplay, The 
advertising and marketing news. Each tried to read it during office hours. manager of Sues, Young & Brown, | Saturday Evening Post and Vogue. 
issue is crammed with the mint-fresh Well, that’s it. Plenty of Los Angeles wholesale distributor. | 
= thinking of the nation’s top creative men. admen agree 100% with this suc- oo WEE CEDURES oe ges ak Appoints Leonard Andrews 
oa “In this Atomic Age of marketing, — — — If you are an | Leonard BE. B. Andrews has been 
oe yesterday's horse-and-buggy ideas and pene eS A. try tis Stewart-Warner Boosts Judd | elected an assistant v.p. and placed 
een methods no longer move merchandise. Mail & ‘NOW th 0 oe ying ta e. William E. Judd, general sales | in charge of advertising and public 
oh) Fresh selling ideas, greater impact and a the order é . i at- | relations of Texas Bank & Trust 
. Pi coupon below for a personal subscriptio manager of the South Wind heat voy ps 
a oe initiative are required to expand old ts i ane a Toe add tption ing equipment division, Indianap- | ©®» Dallas. 
a5 markets and to uncover and develop se Om SO your Heme ress. olis, has been promoted to assist- 
ts coats aimee With it we will send you, FREE, a ant to James S. Knowlson, presi- Peckham to Oxford Paper 
“ = , | : ent an oard chairman of Stew- - F 7 
: : copy of the ang | edition of ” . d d board chai tS Harold Peckham, wh t] 
: Advertising Age gives me | The Creative Man’s Corner,” reprinted art-Warner Corp., Chicago, effec- pecimmed as technical di saa’ ae 
tomorrow's news today and keeps my from one of the most talked-about tive Jan, 1. resigned as technical director of 
Pray pote bls ni | - . Paper Corp. of the U. S., has joined 
thinking in sharp focus on vital | features to appear regularly in Oxford Paper Co. as assistant in 
marketing and advertising problems. Advertising Age. McCarthy Heads Board product development under Har- 
. 4 George L. McCarthy, for 17 old Annis. 
onal a. A a ew etme on 
| , ADVERTISING AGE Rochester, N. Y., a subsidiary of : 
he | coy ‘ ter : Eastman Kodak Co., will become NEED CAN 
Caste | | Dept. D29, 200 E. Illinois St., Chicago 11, III. chairman of the board Jan. 1. John ADIAN 
al Please enter my l-year subscription to Advertising Age and mail K. Boeing, Recordak v.p., suc- REPRESENTATION? 


ceeds Mr. McCarthy. 
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National Canadian distributor 
with siding and warehouse fa- 


it to my home address. I am to receive FREE a compilation of 
“The Creative Man's” most provocative articles. 
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@ As 1952 nears its close, we of FARM 
JOURNAL approach the end of our 75th year 
in business and face forward to a tremendous 
responsibility. 

Today, as we look at our position in the 
national farm publication field, we find FARM 
JOURNAL the indisputable Jeader. Circulation 
stands at well over 2,850,000—more than a 
half a million above its closest competitor. 

In 1952, FARM JOURNAL broke all records, 
had the largest advertising income in the 
history of farm publications — exceeded the 
next largest farm magazine by 81 pages and 
nearly half a million dollars. 

Measured by the usual standards of success 
and leadership we could stop our story right 
here—but we feel there is more to tell. 

Leadership in itself does not just happen. 
Leadership must be earned—and the leader 
must continue to look ahead—to think ahead 
and set a pace for others to follow, in order 
to retain and deserve that leadership. 

This, we believe, FARM JOURNAL has dene 


through the years—and will continue to do. 


The Responsibility 
of Leadership 


The qualities which earn leadership nat- 
urally result in ever increasing service and 
benefits to readers and advertisers alike. 

We could name a long list of firsts and 


exclusives which have contributed to this 


leadership—but the important fact remains, 


that FARM JOURNAL has above all, won the 
confidence, affection and respect of farm fam- 
ilies, who have themselves elected this great 


national magazine to first place in its field. 


For the leader, complacency can have no 
part in his thinking. Our forward thinking 
plans call for an even bigger, greater FARM 
JOURNAL in the months and years to come. 
We have dedicated ourselves to the interests 
of America’s farm families—and will continue 
to be so dedicated. We will continue to 
strive for better ways to serve these special 


interests. 


From this searching and striving in the 
past, we have won leadership. Only through 
continued efforts to build a still better FARM 
JOURNAL will we deserve to retain our posi- 


uon. We will not shirk this responsibility. 


Aral. 


alee nn 


Publisher 


The Farm Journal 


Washington Square 
Phila. 5, Pa. 
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Why does a woman prefer 
one brand over others? 


MOAN 
AN 


\\ LI WN 


PEN 


Three brands. All good quality. All the same price. But 
week after week she walks up to the shelf and buys 
brand “B”’. Why? 

No sales clerk influences her. Her mind was made 
up before she entered the store. 

Today, store display is not enough. Advertising must 
sell preference for a brand outside the store— in the 
home. And it must be powerful enough to keep a cus- 

‘tomer buying the same brand regardless of competi- 
tive promotion, 

For that kind of selling, no medium can match news- 
papers. Newspapers are the medium women shop to- 
day to buy today in which they look every day for 
news and ready-to-use buying ideas. 

More than any other medium, newspapers can help 
you get the sales and market position you feel you 


should have — the consumer franchise that pays off in 
continuing volume and prestige. And in the big Chi- 
cago market, you can build the strongest consumer 
franchise by using the Chicago Tribune. 

Thru the use of the Chicago Tribune’s consumer- 
franchise plan, advertisers are now getting retailers to 
stock and feature their brands because their advertis- 
ing delivers what the retailer wants—quick sales in 
big volume. They are getting larger immediate orders 
at a lower sales cost. 

You can use the plan to strengthen your market 
position, pave the way to future expansion and pro- 
duce greater returns from every dollar of your Chicago 
advertising appropriation. For full details, get in touch 
with your Chicago Tribune advertising representa- 
tive today. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


Chicago New York City 
A. W. Dreier 


1333 Tribune Tower 


ADVERTISING SALES 
REPRESENTATIVES 


Detroit 
kK. P. Struhsacker W. E. Bates 


220 E. 42nd St. Penobscot Bldg. 


San Francisco Los Angeles 


155 Montgomery St. 1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
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Advertising Age 


Feature Section 


THE NATIONAL NE 


Lasker Tells About Soap from Trees 


The Woman Angle Catches the C.M. 


PER OF MARKETING 


DuMont Gets Applause 


Correspondents Hold Key Spot 


Well, gosh, another year has gone, 
And quicker than a wink! 

In fact, we know that you’ll concur 
It’s later than you think. 

So a big “Hello!” for Texaco, 

To GroucHo Marx and BENNY; 

Hip, hip, hooray to MARTHA RAYE, 
And ALLEN’s jokes, if any. 

A buck and wing for Bos and BINc, 
And Mororo a, too; 

To CLorets, KLEENEX, ALKA SELTZER, 
Happy Days to you! 

To EMerson, and RCA, 

To Puitco, ADMIRAL, ZENITH; 

What, ho! And where will TV go, 
And what does all this meaneth? 

To Crosse & BLACKWELL, CAPEHART, DASH, 
And Cresta BLANCA—golly! 

To U. S. Lines and WIpMER WINEs, 
And, yes, to ALLEN SOLLY. 

Let’s give a cheer for Ernest WEIR, 
And also MICKEY ROONEY; 

For GoopMAN ACE and EUGENE GRACE, 
And “Rose-A-Mary” CLOONEY. 

A thunderous peal for U. S. STEEL; 
To Farr_ess (BEN), success! 

Let’s all arouse for WESTINGHOUSE 
And Betty (Um-m-m) Furness. 

A loud tatto for GE, too; 

For BarBER and for WARING; 

For all those shows that had to close; 
A medal for their daring. 

A roundelay for CHEVROLET, 


Salesense in Advertising... 


Greetings, 1953! 


For CHRYSLER and for Forp; 

For every product SCHENLEY makes, 
The handsomest award. 

To Arrip, CALox, Tums and GRUEN; 
Ah, yes, to even Brooks; 

To Boe and Ray, and DouBLEDAy, 

And all their lovely books. 

A billet-doux to JEAN Patou; 

A note of thanks to KAYSER; 

Another cheer fer every beer, 

The champion advertiser! 

To Dororny Co.iins, “SNooky” L., 

To Lucky Strike, why sure! 

To CHESTERFIELDS and CAMELS, too, 
L’amour, toujours, l'amour. 

To Roap or Lire and BACKSTAGE WIFE, 
Congratulations, now! 

Our best to Dacron, ZERONE, ZEREX, 
Expr, CALVERT, Dow. 

We doff our hats to Scuiirz and BLatz, 
To Avuto-LiTE, and Lux; 

And much good will to CHLOROPHYLL— 
You're really in the bux! 

Good luck and more to DINAH SHORE, 
And Perry Como, too; 

The same to Daks, and JOHNSON’s Wax, 
And INTERNATIONAL SHOE. 

To CocoMALt and Morton’s SAtt, 
May ’53 be dandy, 

Success, begorrah, to ANGOSTURA, 

And ditto, WHITMAN’s candy. 

To Ronson, Mum, to Norce and some 
Perhaps we won't recall; 


To Fricgmparre, GILLETTE and SCHICK, 
And also Ropert HALL; 

A hullabaloo to Miss “TALiu,” 

For Goprrey and his SHow; 

The bestest wish for quite a dish 
Miss MARILYN MONROE! 

To WiINcHELL, AMos, ANDY, Murrow, 
KALTENBORN, “The Dean”; 

To Marcu or TIME and every crime 
Enacted on the screen. 

For all the writers, wrestlers, fighters, 
Musicians on the air; 

We'll give a, well.—a Rebel yell 
And let the trumpets blare. 

To every sponsor large and small 
With bank-rolls fat and juicy; 

To Dest and to his LUCILLE, 
Remember, “I Love Lucy”! 

To HatHaway and Dorotruy Gray, 
To P&G and “Scunoz”; 

To Anpby and to DELLA RUSSELL, 
And also Russet (Roz); 

A big bouquet for GakRoway, 

For Eruyt, Gur and NASH; 

For Mercury and MAGNAvox, 

May buyers make a dash! 

For BuLova, Hinps and ETIQuer, 
For Lyso,, DENTYNE, PET; 

To CoucaTe and to STUDEBAKER, 

A glad New Year, you bet! 

To JERGENS, too, we hope that you 
Enjoy next year, in toto; 

And this includes all GENERAL Foops 


Some Suggestions on What to Do 
in an Advertising Rat Race 


By James D. Woolf 
Advertising Consultant 

In these days of universal technological 
know-how it is becoming increasingly dif- 
ficult to produce “better mousetraps.” 
There are, for example, countless brands 
of good beer available to the consumer. 
There are scores of 
brands of excellent 
soaps and detergents, 
coffee, flour, denti- 
frices, butter, bread, 
margarine, shortenings 
and, for-that matter, 
refrigerators, freezers, 
radio and TV sets, and 
fountain pens. 

Take coffee, for ex- 
ample. There are many 
quite satisfactory brands—Chase & San- 
born, Maxwell House, Red Circle, Eight 
O’Clock, Admiration, Ben Hur, White 
House, Folger’s, G. Washington, ad in- 
finitum. I never know from one day to 
the next, at our house or at the many 
restaurants I patronize on my numerous 
journeys, what brand of coffee is being 
served me at table. They all taste about 
alike to me. ‘ 


James D. Woolf 


® This standardization of quality in 
nearly every category of merchandise is 
getting to be a tougher and tougher copy 
problem as, year after year, more and 


more advertisers get into the act. The 
problem is especially perplexing to new 
advertisers with a new entry into the rat 
race, as well as to old advertisers eager 
to capture a fatter slice of the market for 
their brand. What exclusive and impor- 
tant virtue can they truthfully claim for 
their coffee, or soap powder, or beer, or 
whatever it may be? The product, let’s 
say, is as perfect as modern technology can 
make it, but so are the good competitive 
brands. 

This situation, in my opinion, is today 
the copywriter’s biggest headache; it cer- 
tainly is mine. It is the reason, I think, for 
the hyperbole that is the outstanding char- 
acteristic of much modern advertising. In 
desperation the frustrated copywriter, 
sometimes egged on by his equally frus- 
trated client, resorts to the exaggerated 
boast that his beer is “The finest served 
anywhere,” or to some equally extrava- 
gant piece of fiction. Every copywriter 
who has worked on a cigaret assignment 
knows what I am talking about. 

Probably not once in a hundred times 
is it possible to say truthfully of a given 
product that it is the finest, or the most 
powerful, or the most economical, or the 
most refreshing, or the longest lasting, or 
the best tasting, or has “the sharpest edges 
ever honed.” 

What is the alternative to such bom- 
bast? What recourse has our frustrated 


copywriter? Sure, he has a swell prod- 
uct! So what? His competition has swell 
products, too. Right off, let me say that 
there is no easy answer, but I have some 
ideas on the subject that I shall offer 
herewith for what they are worth. 

One idea is this: the copywriter should 
stick to his knitting—his “knitting” being 
his own product and no others. He should 
forget competition, overtly at least, in 
what he writes. He should make no open 
attempt to convince his readers or listen- 
ers that his brand is incomparable, the 
one and only, the finest of them all. He 
should confine himself strictly to portray- 
ing, as enticingly as possible, the virtues 
of his own brand. The fact that competi- 
tive brands possess one or all of these 
same virtues need not stay his hand, pro- 
vided that he sticks to his own knitting. 

Let’s suppose, for example, that his 
brand of evaporated milk is so rich that 
it whips like cream, or that each can 
contains four teaspoons of butterfat. He 
should make no claim that his brand is 
“richest”; his copy, in fact, should com- 
pletely ignore the existence of equally 
rich rival brands. He should say with all 
the writing skill at his command, “Meddo 
Evaporated Milk is so rich it whips like 
cream. Try it in this new recipe for choco- 
late cream pie. Your family will love it.” 
No superlatives, no exaggeration, no un- 
fair comparisons. No such eyewash as, 
“The richest chocolate cream pie you’ve 
ever made,” or such nonsense as, “Your 
family will cheer you to the rafters.” Or 
he may choose to center his theme around 
contented cows, and he need not hesitate 
to do this because competitive cows are 
contented, too. 

One possibly effective way, I think, to 


And Genera MILLs, DeSoto. 

Our best to BEECH-NUT, WRIGLEY’s, Kopak, 
CAMPBELL’s and TRUSHAY; 

To Cuase & SANBORN, MAXWELL Howse, 
And also OCEAN SPRAY. 

To DuMont, and to CBS, 

To NBC (the net); 

To ABC and Mutvat— 

The Happiest New Year yet! 

To NBC (the biscuit folks), 

And yes, to CATALINA; 


To all the muscle men on mat 


At Sunny-Srpe ARENA. 
To PackKaArRD, PLyMouTH, Buick, Dopce; 
To all the daytime buys; 
To Coxe and Pepsi, Passt Bivue RiBson, 
We hope you reach new highs! 
For Danny Kaye and Dennis Day 
We'll make the welkin ring. 
And add three loud and lusty cheers 
For Mr. Cyrus CHING. 
To Messrs. DULLES, Wi1Lson, Tart; 
The kind of men we like; 
A hearty toast from Coast to Coast, 
And double that for IKxe! : 
To every product advertised— ; 
Air waves and Printed Page— ; 
A Happy, Prosperous °53 
From ADVERTISING AGE. 
—ALLEN THRASH 
Director of Advertising, The Fi 
National Bank of Cincinnati. 


as 


achieve individuality for a brand in @® 
category where all good brands are ab 
on a par, is to focus all, or nearly all, 
the copy emphasis on a single virtue. F 
example, consider motor oil. Let’s 
sume that all of the premium brands 

a good job in the motor. Let’s assume 
further that the copywriter has a half- 
dozen product virtues to choose from. He 
finally decides to bear down on a single 
virtue, or consumer benefit, to the virtual 
exclusion of all others. 

This seems to be about what Shell is 
doing. In its current campaign practically 
all of the emphasis is put on the theme 
that “Acid action—not friction—is the 
major cause of engine wear.” Says the 
copy, “Shell X-100 Motor Oil, pioneer in 
counteracting Acid Action with Alkaline 
‘*X’ safety factor, now at a cost of a mil- 
lion dollars has increased this protection— 
with safety factors almost doubled.” The 
copy sticks to its own knitting. With the 
exception of two words—‘It’s incompara- 
ble!’’the ad does not make the slightest 
reference, directly or obliquely, to com- 
petitive brands. Possibly it is true that 
Shell-X is incomparable, but I think those 
two words are unfortunate. (Anyway, 
“incomparable” is one of those polysylla- 
bic ten-dollar words that has no place in 
mass market advertising. I have found 
that a great many Shell service station at- 
tendants can’t even pronounce it.) 

Still another way to achieve individuali- 
ty, I think, is to focus the copy attack on 
a certain restricted part of the market— 
not in terms of geography but in terms of 
kinds of people. The strategy here is to 
refrain from recommending the product 
as especially desirable for everybody. 
With a special appeal to special groups 
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the product takes itself out of the rat race 
(such as we are witnessing, for instance, 
in the field of soaps and detergents) and 
acquires an individuality of its own. 

We see an extreme example of this in 
the advertising of Peter Hand’s Reserve 
beer. The theme: Peter Hand’s, formerly 
brewed for private use only, is the most 
expensive brew the thirsty connoisseur 
can buy. With this limiting appeal to the 
free spender, it would seem, this adver- 
tiser seeks to stake off for himself a 
relatively small market in which there is 
@ generous measure of elbow room. 

Speaking of beer, it seems obvious to 
me that the Schaefer Brewing Co. is mak- 
ing no attempt to make its beer every- 
body’s favorite and the No. 1 sales leader. 
With most of the beer advertising today 
stressing lightness, dryness, paleness, in- 
visibility, and what have you (AA, Sept. 
29), the new Schaefer theme will center 
on the virtues of a beer that’s really beer, 
a beverage with character, body and 
flavor. Nobody yet knows, I presume, how 
effective this theme will be, but it looks 
like smart strategy in a rat race that is 
terrifically overcrowded with light beers. 

It’s conceivable, I suspect, that some ad- 
vertisers are making a mistake with copy 
appeals that are far too universal. For 
years, as I understand it, Lifebuoy soap 
had hard going as a general toilet soap 
that made oceans of suds for everybody. 
When the copy theme was switched to 


Tips for the Production Man... 


“B. O.” the product in a sense became a 
specialty and thus achieved individuality. 
In the same way Forhan’s toothpaste has 
made itself something of a specialty by 
stressing pyorrhea and related gum 
troubles. A restricted copy theme has won 
a secure position for Dentyne chewing 
gum. 


8 Some advertisers, whose products are 
particularly effective for one or two spe- 
cial uses, are not content to stay within 
their logical fields. As a purely hypotheti- 
cal case, let’s consider a liquid prepara- 
tion originally formulated for, say, clean- 
ing cotton rugs. The copywriter has been 
going to town with this selective theme. 
Sales are good and the advertiser is mak- 
ing money, but eventually he begins to 
eye greener and broader fields. Since his 
product is so good on cotton rugs, he asks, 
why isn’t it just as good on a lot of other 
cotton things? Why not change the copy 
theme to embrace bedspreads, sheets, pil- 
low slips, window curtains, and babies’ 
diapers? He does it—and it’s good-by to 
his individuality. Now he is in the good 
old rat race with scores if not hundreds 
of general cleansing products. 

Any way you look at it, though, it’s a 
rat race in these days of universal tech- 
nological know-how. It’s one reason why 
copywriters die young. I do not present 
the suggestions in this piece as the answer. 
I merely hope that they will help a little. 


Methods of Charging for Alterations 


By Kenneth B. Butler 

As long as writers of copy are imper- 

ct and as long as there is trial and error 

putting advertising material together, 
ere will be alteration bills. There will 
so be wails of anguish and unhappy 

»st-mortems. 

The second cup of coffee may be free, 
but unfortunately a typesetter runs into 
@ commodity that costs more than a dime. 
We may know and sometimes understand 
Why he charges for doing part of our 
Work the second time, but many produc- 
fion men are unable to understand the 
Method of billing for same. 

‘ 

. The common method is to charge at 
so much per hour. Let us take a figure of 
$6 per hour, for hand or machine altera- 
tions. Why by the hour? Because that is 
the way the printer pays his compositors, 
and the way he reckons his costs and 
selling prices. 

Then why, if the compositor is paid 
$2.50 or $3 per hour, is it necessary to 
charge $6? Because $6 per hour is his 
all-inclusive cost. It includes direct labor, 
cost of holidays, vacations, sick benefits, 
insurance, rent, light, heat, power, type 
metal, depreciation of equipment, and 
supervision. It also includes a lot of op- 
erations that are not charged for speci- 
fically, but which are included in his 
all-inclusive costs, such as taking proofs, 
correcting his own errors, proofreading, 
janitor work, messenger service. It also 
includes his sales cost, taxes, insurance, 


advertising, bad debts, office and clerical 
help, and the cost of servicing production 
work. It also includes his profit, which is 
quite likely to be about 5¢ on every dol- 
lar’s worth of business done. Hence his 
inability to give away his product. 

Some printers and compositors lean on 
the law of averages and are willing to 
make a flat quotation or charge of so 
much per page. This eliminates argu- 
ments, but to arrive at a fair figure he 
needs to have an experience rating on the 
work of the production man and his as- 
sociates. I say “associates” advisedly, be- 
cause most unbridled alterations are made 
by behind-the-scene pencil wielders, such 
as copywriters, executives, and clients. 


@ If the composition house makes no 
charges at all it either means the altera- 
tions you make are not worth the effort 
to count, or else that he has made an al- 
lowance for them in his advance quota- 
tion. Directly or indirectly, it is quite cer- 
tain that you are paying for them. 

Another system used occasionally grants 
the buyer of typesetting a certain num- 
ber of hours of alterations without extra 
charge. All alterations over that allow- 
ance are charged for at a stipulated price 
per hour. Thus a sort of “par” is estab- 
lished for the job. The proficient pro- 
ducer thus has a mark to aim at. 

Machine alterations are frequently 
charged at a higher rate than hand alter- 
ations, but practice in this respect is not 
uniform in the industry 


Mail Order and Direct Mail Clinic... 


Correspondents Play a Vital Role 


By Whitt Northmore Schultz 

What are the specific responsibilities 
of those staff members whose job it is to 
dictate letters for a company? 

Briefly, what are the duties of com- 
pany correspondents? 

Company correspondents, in my opin- 
ion, are good or bad will ambassadors. 
They can build a company. Or, they can 


rip it down. Most people who dictate let- 
ters, I've discovered, do so grudgingly— 
and this mood is reflected in their corre- 
spondence. Most of the letters I’ve seen 
lately lack warmth, a human quality and 
that important stimulant to top sales: 
friendliness. 

There are too many cold form letters 
mailed nowadays. There should be more 
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The Creative Man’s Corner... 
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tistics become real and disturbing. 


with Beacon Wax. 


our pantry. 


calories instead of less.” 


Roses into the mixture? 
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The Woman Angle 


Every once in a while we read statistics on woman’s growing importance 
in the economic scheme of things. (God knows, she’s always been vital to the 
general scheme of things.) But it’s not until Thursday night that these sta- 


Thursday night our newspaper suddenly takes on added poundage because, 
on Thursday night, every advertiser with a product to sell to women takes 
extra space to address himself directly to the Missus. 

We invariably look with interest on just how this is done, and not infre- 
quently we are alternately impressed and amused. Naturally, we think of 
our own better half and just how she reacts to these commercial appeals. 

Frankly, our floors have looked like merry Ned for years—ever since the 
brats became large enough to look as if they ought to get off to college. And, 
if Beacon Wax is at all interested, our little lady has not once been em- 
barrassed. As a matter of fact, with the boys off and away she sort of cherishes 
the old scratches and scars. Wouldn’t think of covering and obliterating them 


As for the brown spots that Sta-Flo unmasks—well, we made inquiry of 
our spouse about brown spots. Learned she sort of cherishes them for the 
same reason. Takes her back a score and more years. Result: no Sta-Flo in 


For La Rosa’s information—and any satisfaction it can derive from it—the 
little lady read every word of the ad. “Why,” she said to us, “can’t every ad- 
vertiser make as much sense and present as many facts when they talk to 
us women? Just look at this Revlon ad. Have I ever danced with my shoes 
off? With your skill at dancing, I’d get my feet mangled to a pulp. And do 
I love to look up to a man? Frankly, it puts a crick in my neck but it’s the 
only way I can see him. La Rosa gives us credit for being able to add two 
and two—only I do wish they'd be a little more grammatical and say fewer 


Which brings us to a reaction we had. Somewhere in the paper we came 
across a Sealtest ad for eggnog. “Put sparkle in your holiday parties,” it said. 
Well. We’ve been on eggnog parties, and such sparkle you’ve never seen 
in your life. For a minute we thought National Dairy and Schenley had 
merged. But, after reading the copy, we find this eggnog is strictly for 
growing children. Even contains non-alcoholic rum-flavor. 

Whatayamean “sparkle,” National D? Or can a guy sneak a fifth of Four 


bo ee 


letters year around with that kind of 
spirit that’s abundant at Christmas time. 


® Well, then, what are the duties of com- 
pany correspondents? 

1. In the first place, they should be 
well educated and staff members high up 
in authority in an organization—owners, 
managers, vice-presidents, yes, even pres- 
idents. 

2. They should know as much as pos- 
sible about their firms’ policies and prod- 
ucts so their letters are intelligent, thor- 
ough and helpful to inquirers. 

3. Correspondents should be reminded 
to read over carefully—many times, if 
necessary—all of the correspondence 
they’re handling in order to pick out all 
pertinent details; note questions asked 
by inquirers; and study the letter to find 
out more about the prospect and what his 
special need may be. 

4. Those who dictate company letters 
should be mentally prepared for the job 
of dictation, realizing that they represent 
the company to the letter-reading public, 


wore rr rrr rrr er rrr rrr oro ororororororers 


and that on their reply rests the oppor- 
tunity for new business, good will, sound 
public relations—all of which are needed 
for the health of any firm. 

5. Prepared with facts and the correct 
frame of mind, correspondents should ac- 
knowledge letters promptly; go right to 
the point, after a friendly greeting; an- 
swer in brief, concrete, highlight detail; 
and end with a friendly tone that gen- 
erates confidence and a pleasant com- 
pany-to-consumer relationship. 

6. Whenever possible, all inquiry let- 
ters should be answered the day received, 
thus striking while the proverbial iron 
is hot. 


@ 7. Correspondents’ letters should be 
neatly typed and neatly signed. (Most 
letter writers, it seems, have illegible 
signatures. This shculd be remedied 
promptly. Correspondents’ exact titles 
should be given, also, with “Miss,” “Mrs.” 
or “Mr.” included so the receiver of the 
letter knows who is addressing him.) 
8. Correspondents should. maintain a 
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carefully-watched, dzted ahead, follow- 
up file with carbon copy of the reply 
clipped to the inquirer’s original letter. 
Too often follow-ups are ignored. Follow- 
ups usually bring the sale—if handled 
skillfully. Our experience shows inquiries 
should be followed up in ten days if no 
sale has resulted, and again ten days 
thereafter if still there has been no sale. 

9. Above all, correspondents must be 
courteous. Courtesy pays dividends. 
Courtesy brings back customers where 
they’ve been well served. 

To sum up, company correspondents 
are in highly responsiblé positions. They 


must be intelligent, patient, courteous, 
cordial, neat, helpful, understanding, or- 
derly—the kind of person who writes the 
type of letter he himself would like to 
receive. 


# In my opinion, top managemerit should 
pay far more attention to company cor- 
respondents—select them carefully; as- 
sign them to important positions; pay 
them good wages. The correspondent’s 
job, in many instances, is as vital to the 
company’s welfare as is the job of the 
vice-president in charge of sales, produc- 
tion or public relations. 


The Lasker Story... As He Told It 


XXV 
Agency Experience Is What Counts 


Last week Mr. Lasker told his staff about the discussion of Quaker Oats 
Co.’s products and the policies behind their advertising program. In this 
instalment he emphasizes that “experience is the big thing” that makes an 


agency worth its salt. 


Col. Swingle came to me with a prob- 
lem in connection with a pen manufac- 
turer. That problem divides itself into two 
parts. If he isn’t advertising the pens to 
which the consumer would be most re- 
sponsive, then it is up to us to get him to 
do it. 

But if we have to help this manufac- 
turer rebuild his sales force and go 
out and lecture his salesmen and go and 
make his sales stand up and go into other 
things; if we have to go to the merchant, 
to find out not what the consumer wants 
to know but what the merchant wants to 
know, that isn’t our province and we will 
do it so poorly that we are robbing the 
advertiser of his inherent right to get 
someone in his own establishment who, 
living and breathing those problems ev- 
ery day, will work it out as no agent has 
the ability to work it out. 

Those are some of the thoughts I want 
you to put up to advertisers. I want them 
to know that we realize our limitations, 
but I don’t want them to get the message 
in such a way that they think we are un- 
willing to go to the trouble and expense. 
Experience is the big thing. I can have 
men come in to me, or to you if you have 
had the experience, and in five minutes 
tell them something that they ought to 
pay us $500,000 a year for. Let me show 
you how you have to learn from experi- 
ence: 


s The Pepsodent Co. is putting out May 
Breath. The thing went pretty fair, but 
not fast enough. Just from experience we 
talked it over one day and we said, “One 
of the things that must be the matter is 
the same thing that was the matter with 
Kotex. It must be that people don’t like 
to go in as a result of an advertisement 
that discusses bad breath and say, ‘Hand 
me a package of bad breath cure.’” And 
so we said, “The big thing is to get the 
goods displayed.” 

Now, that was an agency function, be- 
cause that had nothing to do with the 
dealer. We could have gone in to thou- 
sands of dealers and no dealer could have 
told us the answer to our problem. He 
didn’t know it, because no one would 
come up to him and say, “I hate to ask 
you fer May Breath, because I have bad 
breath.” No one would come up to him 
and say, “I would ask you for May 
Breath, but it will make you think I 
have bad breath.” How could we find 
out in the store for the May Breath Co., 
that that was all that was standing be- 
tween them and a tremendous national 
success? We couldn’t. But we had the 
Kotex experiefice, and as we talked it 
over in the office, biff! Up sprang the 
Kotex experience, and we said, “It may 
be that people don’t want to ask for goods 
to cure bad breath.” 

So we selected a group of stores and 


had them go there and offer them a dis- 
count if they would display the goods on 
the counter where people could just come 
and leave the money and pick the goods 
up, and in every store within one week 
the sales of May Breath had increased 
five-fold. That is an experience within 
the last 90 days. 


8 Now, do we need thousands of investi- 
gators to go out on that? Do we need to 
train salesmen? I want to show you that 
type of work. I want you to study these 
instances and these experiences and more 
that I will give you at later talks, so that 
when you talk to prospects you can ex- 
plain to them just what we mean by 
this. I want to join with you in dignifying 
advertising by giving the common sense 
experience service, and by not taking a 
great and glorious force like advertising 
and cheapening it by putting cheap 
baubles on it just like a street walker 
who thinks she has to paint and doll her- 
self up to be attractive. 

Now, as to our organization, we have 
copy men with the experience, we have 
contact men with the experience, we have 
artists, space buyers—all this experience 
brought into one... 

One of the things you probably hear 
occasionally if you make calls is, “Well, 
Mr. Lasker wants to own your business.” 
For goodness sake, I don’t want to own 
anybody’s business. I proved to myself in 
trying to manage businesses that I was 
of less help to those businesses on the in- 
side than I was on the outside, and not 
only have I no shame in telling my ex- 
perience, but I believe I should tell it, 
and so should every other agent. 

On the other hand, I have retained an 
interest in one business where it is all 
advertising—like Pepsodent. Where the 
big thing is manufacturing and selling, no 
agent knows that technique well enough, 
just as the manufacturer himself doesn’t 
know the consumer technique, and the 
agent can’t be both at once. The agent is 
not only worthy of his hire, but is under- 
paid in commissions, because the thing he 
does is to bring something to the manu- 
facturer that he can’t get anywhere else. 
I don’t mean just ourselves, but J. Wal- 
ter Thompson and Ayer; Erwin, Wasey; 
Gundlach—they are all worth more than 
they are getting. 


e But I want to not only give common 
sense service based on experience, I 
want to give it in a common sense way, 
so it is easy to give, and easy to take... 
So I am going to have a corps of assist- 
ants, and in some cases maybe the copy 
man will be the contact man, in other 
cases the salesman will be the contact 
man, in other cases there may be no con- 
tact man; but no matter who the contact 
man is, everything that is done must be 


taken up with one of my assistants. The 
advertiser must be educated [to under- 
stand] that this assistant of mine is his 
contact man in the house. That assistant, 
in turn, will call everyone in the house 
in and play on every problem, and before 
any policy is decided, it will come up to 
me for me to say whether I want it to go 
out under the name of Lord & Thomas, 
which is the trade name for Albert D. 
Lasker practicing advertising. Not that 
the rest may not be smarter than I am, 
but we must have a unit, and then we will 
get a unity. 

And so when they say, “Oh, you can't 
get Mr. Lasker’s services,” as a lot of them 
say, remind them that we have only 36 
accounts. I am in no other business in 
the world, I am down here more hours a 
day than any other man save Ralph 
{Sollitt]—he is mean, he competes with 
me. If I am not here I am in New York. 
I love the business. I love the problems 
of the client that come up in it—provided 
that we can get proper clients whom I 
can_ love. I can only love clients who ap- 
preciate us from a professional stand- 
point, who appreciate the professional 
side of it and who don’t ask us to become 
commercial mountebanks and circus per- 
formers with promises of things that can- 
not be attained. 

And so we are going out enunciating 
these principles, and I want to get a one- 
mindedness here in the application of 
the principles, the principles on which we 
will present advertising and render serv- 
ice. 


# I could cover many other points. For 
instance, I don’t go into the test of com- 
mon sense. There are research ways to 
the consumer that you must take. Let’s 
say we are putting out a milk of magnesia. 
There are various viewpoints, there are 
various size bottles that different ones 
say we should give. No one can answer 
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that. We could send out any number of 
research people and go down and say to 
the consumer, “Would you be satisfied 
with eight ounces for 50¢?” 

And the consumer might say, “Yes.” 
But when it came to using it the con- 
sumer might say “No,” because the con- 
sumer doesn’t realize how quickly eight 
ounces will go. If you put the question, 
“Should we give you eight ounces or ten 
ounces?” T know in advance they are all 
going to say “Ten.” If we put the question, 
“Shall we give you eight ounces, ten 
ounces or twelve ounces?”, they are all 
going to say “Twelve.” 

So there is just one way to find out— 
not by sending a few hundred men to go 
to a few thousands—but taking it and 
putting it into test campaigns in several 
different laboratory towns where we go 
under actual conditions to the hundreds 
of thousands, and when we learn our les- 
son there we can extend it to the country. 

I am for research, for research on a 
much greater scale than this bunk, imita- 
tion research that has to come with 
charts. Oh, Mr. Patterson of the National 
Cash Register Co. did a terrible thing for 
the advertising business when he recom- 
mended charts... But he has dropped out 
of charts, and you have dropped out of 
charts, more or less. 


s Now, for instance, take a wise adver- 
tiser, like the Palmolive Co. or Quaker 
Oats; they know that they would be suc- 
cessful without us, they know they cou 
get other agents to do their advertisi 
But they have to have someone who th 
feel will do it as well as anyone, a 
they feel that we are the right people, 
it makes them happy in their busin 
life to give us their business, to contra 
with us; it makes us happy to have th 
business. 

Now, what does a wise advertiser li 
Mr. Pierce of the Palmolive Co. expe 


SOAP FROM TREES 


Nature's Gift 
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SOAP FROM TREES—One of the Palmolive “soap from trees” ads mentioned by Mr. Lasker. 


This is one of the later ads featuring this theme, and ran in four colors in the February 


1928 Woman’s Home Companion. 
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of us? Sometimes we run a year and a 
half and do nothing for the Palmolive 
Co. but just write the same advertising 
month after month that we wrote before. 
But once in a great while they come to us 
with a problem that is really worrying 
them. Then they expect aid from us out 
of jhe storehouse of experience that they 
have been lacking, but that we have 
gotten with other clients. That is why 
they keep us. 

For instance, a few months ago Mr. 
Pierce came to me and said, “Here, Ivory 
soap is running some mean, nasty, dirty 
digs that are not founded on truth. They 
are saying, ‘Ivory Soap — Pure White — 
It is Never Colored,’ and, as we do most 
of the soap business other than white 
soap, they plainly insinuate that our soap 
is colored. They go on to say, ‘No Animal 
Fats,’ insinuating that other soaps, in- 
cluding ours, use animal fats. I want you 
to get up some copy that says we have no 
animal fats and that there is no coloring 
in Palmolive soap.” 

I said, “Now, look here, Mr. Pierce. You 
are as wise an advertiser as I am, You 
know that it is negative to say ‘No Ani- 
ma! Fats-No Coloring.’ Negative adver- 
tising doesn’t pay. People want to know 
what you are, not what you are not, be- 
cause when you tell them what you are 
not, they still don’t know what you are, 
and they buy you for what you are.” 

He said, “Of course I know that; that 
s what you are for, that is what we want 

ou to put your minds on. We would have 
yIlved it but we just haven’t been able to 
Bee the light. Now, I have spoken to you 


*Phree or four times about it and I want 


Hou to work out something.” 

* Well, it just happened I had been talk- 
img that day on the viewpoint that art 
Bhould be used as cartooning, and as I 
at at his desk i said, “I think I have it. 
hy wouldn’t it be very interesting news 


his rule. 


he Eye and Ear Department... 


to show the palm trees and the olive 
tree, from which you get the essential oils 
that are at once the fat and the coloring 
matter of the soap, and just in a few 
words say, ‘From these trees and these 
only come our fats and coloring?’ No one 
else has ever told that; it will immediate- 
ly become news.” And out of that devel- 
oped the idea of “soap from trees” that 
added a new news value to their compa- 
ny—that added, if I might use it in con- 
nection with soap, a delicacy and a delec- 
tability to their soap. 

What happened? They sent their 600 
saiesmen to all the dealers in the United 
States with advance copies of the ad- 
vertisement, and for years where they 
hadn't been able to read advertisements to 
the dealer because the dealer knew what 
was in them (the dealer is hard-boiled 
on the advertising), almost every dealer 
stopped and listened while that adver- 
tisernent of “soap from trees” was read. 
And they stocked up, because they 
thought there would be an extra sale. 

Now, we couldn’t have done that for 
any client less wise than the Palmolive 
people. They worked out with us what 
their weakness was, then we came back 
with this idea of the cartoon of the trees. 
And they immediately, having been with 
us for so many years, said, “But you are 
lacking in making your news value 
there.”” They had an advertising manager 
who had been employed by us formerly 
who then went in their employ, and they 
said, “You are lacking in news value, 
you ought to have some headline.” So we 
just added the headline, “Soap from 
Trees,” showing’ they would have suc- 
ceeded without us but they couldn’t get 
anyone who could function better for 
them than we could. But they, wise as 
they are, couldn’t succeed without an ad- 
vertising agent to bring them the right 
viewpoint. 


Next week Mr. Lasker again expounds on the folly of an over-balance 
of merchandising service by agencies, though he cites two exceptions to 


| Another Feather for DuMont's Cap 


The~David and Goliath story is more 

an a vicarious attempt on the part of 
fhe weak*to dream of their eventually 
vercoming the strong through ingenuity 
and skill. It is, to a large extent, a sym- 
bolic recording of the fact that they do. 

New and small advertising agencies, for 
example, are forced to exercise imagina- 
tion and skill in order to grow—and usu- 
ally do—while, all too frequently, the 
older, larger and better established agen- 
cies tend to depend on facilities rather 
than brain power. 

Movie producers with limited bank ac- 
counts quite frequently turn out films dis- 
tinguished by their imagination rather 
than their sets. And, in TV, it is inter- 
esting to see DuMont overcome the long 
list of NBC and CBS stars with a similar 
display of ingenuity, imagination and 
daring. It is unfortunate that those who 
can afford to be daring generally hesitate 
to be so. 


s Who, for example, would have dared to 
buck Mr. Television himself with a reli- 
gious personality? Yet, in Bishop Sheen, 
DuMont has established for itself an ex- 
tremely powerful performer—and gar- 
nered a respectable sponsor. 

DuMont now presents “Dark of Night” 
—Friday nights, from 8:30 to 9. “Dark of 
Night” is a dramatic story televised at an 
actual place, such as a New Jersey veter- 
an’s hospita?; or a New York airport, 
which lends a great deal of authenticity 
to the story. A character in a trench coat 
and a snap brim hat introduces you to the 
location and the many things that trans- 
pire there. The transition into the story is 
quick and smooth. 

An expert surgeon, for example, and 


ag 


ON LOCATION—Here are Joe Downing, Joey 
Forman and Bramwell Fletcher in a scene 
from DuMont’s “Dark of Night.” 


his anesthetist work as an unbeatable 
team. The anesthetist, a woman, antici- 
pates the surgeon's every thought. He, 
also, is aware of what she is thinking. He 
senses her moods of depression when she 
unaccountably thinks of her dead hus- 
band, reported killed in Korea. The hus- 
band was cruel and she found only misery 
with ‘him. The surgeon and she plan to 
be married. Following a successful opera- 
tion, they are about to have dinner to- 
gether when a patient is brought in with 
a piece’v? shrapnel piercing his lung. They 
prepare for an emergency operation—only 
to discover that the patient is her hus- 
band, who had changed dog tags with a 
dead soldier to see what his wife might do 
if he were reported killed in action. His 
life now depends on the coordination of 


the surgeon and the anesthetist. 

While the stories are a littie on the 
contrived side, the fact that you are in a 
real and an actual location gives them a 
credence which adds a gripping degree of 
vividness. The program is not, as yet, 


oath 
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sponsored—-but the good bishop also went 
unsponsored for quite a spell. 

_“Dark of Night” is a program worth 
watching. It brings something new to tele- 
vision—and to sponsors looking for an 
interested audience. 


Looking at the Retail Ads 


A MARK OF SUPREME 
DISTINCTION IN YOUR 
HOME 


q Balvwin TODAY'S GREAT PIANO 


ldiwin Esteton Baldwin Esteem’ 
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Baldwin Builds the Amazing Acrosonic Spinet Piano 
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By Clyde Bedell 

The small ad here is an old favorite of 
mine. I have had it for years—in photo- 
stat form and on slides. It‘'was one of a 
series of ads distinguished for a peculiar 
characteristic. You can take the word 
“piano” out wherever it appears, and in- 
sert the name of another item, and it be- 
comes a perfect ad for a garbage can, a 
hay baler, or a kitchen cabinet. That is, 
as perfect an ad for any of those things 
as it is for a piano. 

I have used the little ad and some of its 
mates in ad clinics and in consultation, so 
other people making the same mistake— 
but perhaps not so grandiloquently— 
might get the point unavoidably. 

Now I have another amazing and up- 
to-date piano ad (four columns)—the 
large one here, clipped in Miami. I im- 
agine it’s a factory mat, though I don’t 
know. But surely no one who has ever 
sold a piano created the ad. 


# Some years ago, I stopped in a Chicago 
store just before Christmas, vaguely won- 
dering about buying a piano. The depres- 
sion was on. Expensive pianos were not 
selling well. A Salesman—note the capital 
“S”"—got hold of me. I walked out, the 
owner of a Baldwin Reproducing Grand, 
on which the price ticket read $3,750! 
True, I bought it for less. But it was a 
large investment—and one you do not 
lightly make. 

I have always remembered much of the 
selling process that day. I don’t remember 
that the salesman spent much time on the 
fact it would be “a mark of distinction” 
in my home. I can’t remember his bear- 
ing down importantly on the fact the 
piano was “warranted fully, indefinitely, 
and unconditionally.” 

But I do remember he made me feel 
that he loved that piano, and that I and 
my family would. It was a musical instru- 
ment. It would add something wonderful 
and beautiful to my home and to the life 
we lived. 


He talked of the beauty and quality 
of the instrument, its magnificent Louis 
XV case, not so severe as many— yet not 
lavishly ornate. And he backed up the 
quality talk with ample interesting tech- 
nical information. 

Most of all though, he talked in terms 
of what that piano and its music would 
mean to me and to my family down 
through the years...and on and on. I 
made the purchase—still have that won- 
derful piano— and have never regretted 
buying it. 

Wouldn't it be wonderful if advertising 
people would learn that advertising is a 
form of selling? It is selling multiplied, 
or mechanized. Or it is mass selling—but 
it must always be effective, one man or 
woman at a time. Think of any man or 
woman you know. How effective would 
the piano ad here be, in “selling” that 
man or woman? 

This ad is like selling a friend of yours 
on the fine qualities of a wonderful girl 
you were going to introduce him to—say- 
ing: “She is a female.” Granted that has 
its advantages, is it selling? 

The prophet Isaiah in a song about the 
redemption of Zion, said: 

“For as the rain cometh down, and the 
snow, from heaven, and returneth not 
thither, but watereth the earth, and mak- 
eth it bring forth and bud, that it may 
give seed to the sower, and bread to the 
eater; 

“So shall my word be that goeth forth 
out of my mouth: it shall not return unto 
me void, but it shall accomplish that 
which I please, and it shall prosper in the 
thing whereto I sent it.” 

Some day when economic frosts arrive, 
admen and women will be compelled to 
learn, I hope, not to permit the words of 
their mouths to return unto them void. 
But we could all be prouder if a sense of 
personal responsibility to society, to our 
economy, to our profession, and to our- 
selves would prompt us to such learning, 
without compulsion. 
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New Sources Seen | 
for Big Supplies 
of Newsprint Pulp 


Rome, Dec. 23—The world’s ris- 
ing demand for newsprint can be 
met by using paper pulps made 
from tropical and _ subtropical 
woods and agricultural discards. 

Thirty chemists and foresters 
made this prediction last week 
after a two-week consultation on 
pulp problems at the Food & Agri- 
culture Organization headquarters 
of the United Nations. 

Not only can unconventional 
materials like straw, bamboo and 
sugar cane bagasse be used for 
pulp but the experts further said 
appropriate processes for utilizing 
these materials already exist. 


The experts agreed that a paper : 
and pulp industry of world impor- 
tance can develop in the tropics The Detroit Market Story:— 


if existing means are widely used. 

The report, from experts of 
many nations, will be released 
soon and will tell bankers and 
governments whether their coun- 
tries’ natural materials are a pos- 
sible source of pulp supply 


@ Annual Retail Sales over 4 billion 
dollars! 


© Employment is now at an all-time high! 


® Factory wages are highest of any 
major market! 


KEYT, Santa Barbara TV 


Outlet, Will Start in May ®New defense plants starting full 


KEYT, Santa Barbara television production! 
outlet on Channel 3, expects to go 
. into operation in May, 1953. Con- © Family Income highest of all major id 
struction has been started on a markets! . é 


4,100’ mountain peak transmitter. 
Coverage is expected to extend 
along the coastal area, from Mon- 
terey County in the central por- 
tion of the state to the Mexican 
border. Programs from major net- 
works will be featured. The plans 
for the station have been in the in- 
cubator stage since 1948, awaiting 
the “unfreeze.” 

Owners of the station include 
Actor Ronald Colman, Harry 
Butcher, former CBS v.p. and na- 
val aide to Gen. Eisenhower 
and author of a book on the gen- 
eral; Arthur Marquette, partner 
in Sherman & Marquette, and Co- 
lin Selph, former Detroit newspa- 
per man who has been in radio und 
television station management on 
the Pacific Coast. 


® Nearly 100,000 new homes built in 
past 3 years! 


Angeleno Adwomen to Meet 


Los Angeres Advertising Women 
Inc. will hold its 11th annual ad- 


~ 
The Detroit News’ Story:—\_ 


© Highest weekday and Sunday trading 


vertising conference series Jan. 12- Grea circulation! 
March 2. The meetings will be ®@ Highest ABC-recognized home-deliv- 
held each Monday, 7-9 p.m., at . . * ‘ 
the studios of CBS in Hollywood. e ered ceetation in the nation! P 
Admission price is $10 for all eight Circulation concentrated in retail 
meetings, or $1.50 for individual trading area—96% weekdays, 87% 
sessions. There is a special stu- Sundays! 
dent rate of $5 for the series. Don * 
Belding, Foote, Cone & Belding, Best coverage of home-owners, auto- 
will kick off the series with a dis- owners and owners of major consumer 
cussion of “Preparing for the Ad- durables! 
vertising Field. ® Carries practically as much linage 
as both other Detroit newspapers 
WGN-TV Seeks Power Boost combined! “ne 
WGN-TV, Chicago Tribune sta- 
tion, has filed an application with 
the Federal Communications Com- 
mission for permission to increase 467,066 577,826 
its current output of 29 kilowatts | 7 netine - hi post Sundey toe é 
on Channel 9. If the application is a Seen pvr ge i Ma 
granted, WGN-TV will have an ef- a ae Cre 
fective radiated power of 316 kilo- A. 8. C. figures for 6.month period ending March 31, 1952 
- watts. 
$15 BILLION MARKET— THE HOME NEWSPAPER 
AND STILL GROWING! owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 
Negro income up, employment up, pur-| 
chesing_powss up — and they're still | 
og | oe ‘° market is Sie Sastness } Eastern Offices: 110 E. 42nd St.. New York 17—under menegement of A. H. KUCH” 
—_— r e ay! - 
lion Astoriens = why mast cat, drink, WesternOMces: JOHN E. LUTZ CO., Tribune Tewer, Chicage 
clothe themselves; spend $15 billion on 
things you sell. Sell the Negro market — 
the way they want to be sold — through 
their own Race publications, the news- 


papers and a they welcome into 
their homes and hearts. Negroes are loyal 
to their own publications — they buy the 
things they see advertised there; they'll | 
buy your product when they see it ad-| 
vertised there, too. Don't let your wed 
of this huge $15 billion slip away! Ad- 
vertising effort pays off big in the Negro | 
ress! For full details write Interstate | 
Pnited Newspapers, 545 Fifth Ave., N. Y., 
serving America’s leading advertisers for | 
over a decade. | 
ONE EXAMPLE: for @ publication that | 
wells the eream of this rich market, you can’t | 

500 Negroes 


beat the New Courier—read by 1.500.000 
im 42 states each week. Color comics, magazine 
and ni 
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March of Time Marches Smoothly Out 
of Movie Houses and into Television 


By Maurine Christopher 

New York, Dec. 23—There is 
nothing slow about “The March 
of Time” on television. 

This division of Time Inc. trans- 
ferred its attention from movies to 
TV with so much ease that there 
was no loss of pace in the transi- 
tion stage. 

Having seen the handwriting 
on the wall for movies, March of 
Time eased its way into video 
four years ago as produeer of 
“Crusade in Europe” in coopera- 
tion with 20th Century Fox. Its 
next venture, “Crusade in the Pa- 
cific,” followed the same pattern. 

While waiting out the rest of 
the contract with motion picture 
houses, the documentary film pro- 
ducer put together “The March of 
Tirne Through the Years” for TV. 
This telecast was just what the 
title implies—a collection of high- 
lights from the film files brought 


up to date, wth commentary by 
a panel of experts. 


® Meanwhile, the company’s staff 
was undergoing a gradual change. 
Television producers, writers, etc., 
were brought in, and Fred Feld- 
kamp, who adapted Gen. Dwight 
D. Eisenhower's book, “Crusade 
in Europe,” for the first March of 
Time hit, became managing editor. 

In 1946, March of Time began 
losing ground in motion picture 
theaters. First run houses found 
it increasingly difficult to fit the 
20-minute documentaries into their 
playing schedules. In the neighbor- 
heod theaters it lost cut to double 
features. 

Consequently, when the pro- 
ducer’s contract with theaters ex- 
pired last May—making the title, 
“The March of Time,” available 
for TV—the order was full speed 
ahead into the new medium. The 


MacFarland, Aveyard & Company 


333 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 


An Advertising Agency 
serving the following cheénts, each among 
the leaders in its field 


ALEMITE — Division Stewart-Warner | 

BANKERS LIFE COMPANY + THE CELOTEX CORPORATION } 

COOK ELECTRIC COMPANY + DREWRYS LIMITED, U.S.A. INC. 
THE FORMFIT COMPANY + THE HALLICRAFTERS COMPANY 
MARTIN-SENOUR PAINTS * STANDARD KNITTING MILLS, INC. 
SKIL CORPORATION * STANDARD STEEL SPRING COMPANY | 


os STEWART-WARNER CORPORATION 
Stewart Die Casting Division - 
Auto Accessories, Marine Instruments 


UNITED WALLPAPER, INC. 


South Wind Heater Division 


decision is already paying off in 
impressive terms—cold cash. 

Frank J. Shea, director of TV 
and commercial sales, reports that 
the income from “The March 
of Time” telecast, started this fall, 
already exceeds the revenue from 
the series in the “good theatrical 
years.” 

Miller Brewing Co. sponsors the 
program weekly over approxi- 
mately 52 stations (AA, Sept. 1) 
and has options for new markets 
as they open up. The program is 
sold locally in the TV markets 
not covered by Miller. It is being 
seen in every video market in the 
country except Ames, Ia., and a 
few others where time is still un- 
available. Canada Starch Co. pre- 
sents the series in Montreal and 
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Toronto. Within a few weeks », 


Honolulu will be added to the list 
under Miller sponsorship. 


s The price for motion picture 
theaters, which bought one film a 


month, ranged from $25 to $1,000. : 


In television the program is a 
weekly series and nobody gets it 
tor less than $75 (in new TV mar- 
kets) a week. Radio City Music 
Hall in New York used to pay 
$1,000 a week for it; WJZ-TV, 


| the New York outlet for the tele- 
cast, pays $2,000 a week for the’ 


program. (Starting Dec. 24 the 
program moved over to WNBT, 
New York.) 

Price notwithstanding, Mr. Shea 


has a waiting list of some 30 local | 


advertisers (most of wkom have 
sponsored one of the “Crusades”’) 


‘ready to buy the program on their | 
| stations if Miller drops out. 


This happy state, accomplished 
by a skeleton sales staff, is doubt- 
less partly due to the extras pro- 
vided by MOT. Prints of each 
week’s film remain at the stations 


local sponsors can show the films 
before school, veteran and civic 
groups. Such showings give the 


advertiser a credit and sometimes | 


—except at schools—carry his 
commercials as well. 


| ® In October when MOT visited 


“Germany Today,” Miller picked 
up some international good will by 
making the films available to Ger- 
man consulates throughout the 
country. Calvin Bullock helped to 
swell the audience for a documen- 


A FIRST—Kling Studios in Chicago says 

this structural store display for Jewels 

by Bogoff, Chicago, is the first one ever 

used in the costume jewelry field. Here 

Harry Glasser, Kling account executive, 

and Mrs. Henry Bogoff, v.p. of the store, 
examine it. 


with interests in that boom coun- 
try, urging them to watch the tele- 
cast for background information. 
Reminders to watch the March 
of Time treatment of the story of 
the atom bomb were mailed to 
members of the Atomic Energy 
Commission, government officials, 
prominent scientists, and profes- 
sors of physics by March of Time’s 
promotion department. 
Fortunately, MOT has access to 
thousands ef such lists compiled 
by Time Inc. As a direct result of 
mailings to military and educa- 
tional contacts, there have been 
many requests for films to be 
shown at schools and military 
bases throughout the country. 


| for 30 days after televising. During | 
this period Miller distributors and | 


# In those markets where Miller 
Brewing Co. is the sponsor, the 
beer maker’s distributor and the 
local television station act as agents 
for the films, filling requests as 
they come in. In the cities where 
| MOT has a local sponsor, either 
| the sponsor or his agency handles 
| the order. 

To date March of Time has re- 
|ceived several hundred requests 
for showings—on a weekly and 
monthly basis—and the letters are 
still coming in. 
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the “Story of Television.” 

In addition to its featured pro- 
gram, the expanding MOT staff 
has several other packages in the 
house. “American Wit and Humor,” 
26-week series of half-hour stories 
by U.S. authors with Thomas 
Mitchell as narrator, is aired on 
three or four West Coast stations. 


® The sponsor’s fee ranges from 
$75 in Denver to $1,950 in New 
York. “Crusade in the Pacific” is 
running for the second time in 
several markets. 

“Ballets de France” is a 26-week 
series of 15-minute ballets pro- 
duced in Paris. So far this has been 
seen over CBFT, Montreal, and 
CBS-TV as a part of the Ford 
Workshop's “Omnibus.” “Our Liv- 
ing Language” is a 15-minute pro- 
gram based on speech peculiarities 
of various professions—show busi- 
ness, law, gambling. This one is 
priced from $75 to $975. , 

Billed as “coming-soon-maybe” 
is a semi-documentary show on 
Americana. This program will be 
custom-built for an advertiser-who 
wants a telecast dramatizing the 
development of this country. 


Servel Boosts 2, Adds 1 


Servel Inc., Evansville, Ind., 
has named three executives to head 
its sales operations. Frank A. Mit- 
chell, formerly with the Fedders- 
Quigan Co., has been named gen- 
eral appliance sales manager. Lew- 
is D, Eastmead, with the company 
17 years, has been appointed man- 
ager of household refrigerator 
sales. Gordon J. Malone, with 
Servel since 1936, has been named 
manager of home freezer sales. 


‘Auto Age’ Now on Stands 

Auto Age, published by the Mag- 
azine Management Co., New York, 
has gone on sale for the first time 
with the February number. B&w 
pages cost $400 in the 25¢ bi- 
monthly, which is sub-titled “The 
car-owner’s complete magazine.” 
The advertising rate is based on 
200,000 net paid. 


Korean ‘Digest’ Takes Ads 

Reader’s Digest International 
Editions has opened its Korean- 
language edition to advertising, at 
$85 the b&w page. Current circula- 
tion of the edition is 38,000. 


Appoints Harry W. Wallace 
C. F. Hathaway Co., Waterville, 


| A future telecast of special in- | Me., maker of dress and sport 
tary on Canada by writing to 8,500 terest to the radio, TV and adver- shirts, has appointed Harry W. 
investment dealers and salesmen|tising industries will dramatize) Wallace advertising manager. 


Broadcasting System 


the New York station 

where listeners listen m : 

and sponsors sell... key 
station of MUTUAL 
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Advertising Age, December 29, 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 22-24, 1953. Assn. of Railroad Ad-| 
vertising Managers. The Greenbrier, | 
White Sulphur Springs, W. Va. 

Jan. 23-25, 1953. Advertising Assn. of | 
the West, midwinter conference, Fresno, 
Cal. 

Jan. 26-28, 1953. Newspaper Advertis- 
ing Executives Assn., annual meeting, 
Edgewater Beach Hotel, Chicago. 

Jan. 28, 1953. Associated Business Pub- 
lications, midwest clinics, Drake Hotel, 
Chicago. 

Feb. 9-11, 1953. American Management 
Assn., marketing conference, Hotel Stat- 
ler, New York. 

*Feb. 12-14, 1953. Southwestern Assn. 
of Advertising Agencies, annual meeting, 
Texas Hotel, Fort Worth. 

Feb. 13-14, 1953. Northwest Daily Press 
Assn., annual convention, Radisson Hotel, 
Minneapolis. 

Feb. 16-17, 1953. Inland Daily Press 
Assn., midwinter meeting, Drake Hotel, 
Chicago. 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roosevelt 
Hotel, New York. 

March 31-April 2, 1953. Point of Pur- 
chase Advertising Institute, annual meet- 
ing and exhibit, Palmer House, Chicago. 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago. 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 

May 1-3, 1953. Associated Business Pub- 
lications, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 14-17, 1953. Advertising Federa- 
tion of America, 49th annual convention, 
Statler Hotei, Cleveland. 

June 21-25, 1953. Advertising Assn. of 
the West, Golden Anniversary meeting, 
Fairmont Hotel, San Francisco. 

June 22-24, 1953. Newspaper Advertising 
Executives Assn., summer meeting, Som- 
erset Hotel, Boston. 

June 22-25, 1953. National Industrial Ad- 
vertisers Assn., annual conference, Ho- 
tel William Penn, Pittsburgh, Pa. 


To Anderson, Smith & Cairns 

The Associated Bulb Growers of 
Holland has appointed Anderson, 
Smith & Cairns, Montreal, to direct 
its advertising in Canada. Maga- 
zines and newspapers will be used. 
The advertising will be coordinated 
with a public relations and mer- 
chandising program directed by 
Edward Gottlieb & Associates, 
New York. 


WRHI Appoints Morton 


Connie Morton, previously man- 
aging editor of the Evening Her- 


ald, Rock Hill, S. C., has joined 
the staff of WRHI, Rock Hill. 
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Anthracite Seller Has Intricate Plan 
to Help Dealers—and Itself, of Course 


PHILADELPHIA, Dec. 23—Lehigh | 


Navigation Coal Co., one of the na- 


| tion’s largest producers of anthra- 
| cite, has introduced a new mer- 


chandising plan to help dealers 
sell coal. 

It’s called the “Cash and Stor- 
age Program,” and Lehigh is al- 


|lowing other than regular cus- 


tomers to participate. 

This plan is in addition to the 
“Pay When You Sell Plan,” in- 
troduced by Lehigh to allow the 
dealer to order coal without pay- 
ing for it until it is sold (AA, July 
28). They also have a “Mine Stor- 
age Plan,’ under which retailers 
can buy coal at favorable prices 
to be held in storage at the mines. 


= The new plan is a financial 
package which provides dealers 
with ready cash for improving 


‘high, he purchases 


their facilities and for promotion. 
Basically, Lehigh is offering to buy 
all the hard coal in yards in the 
U. S. and Canada and pay for it in 
cash at prevailing wholesale prices, 
regardless of the brand of the 
coal. 

In exchange, dealers must buy 
dollar for dollar’s worth of Old 
Company’s Lehigh, but do not 
have to pay cash for it. Partly the 


plan is designed to increase the. 


number of Lehigh customers. 
When the dealer buys from Le- 

under the 

“Pay When You Sell Plan.” Thus, 


he will not have to pay for the| 


coal until it is sold to the con- 
sumer and then has a full year to 
sell it. 

Participants in the program 
pay service charges of one-half of 
1% per month. 


Peter Pan Sets Spring Drive 
Peter Pan Foundations Inc. kicks 


off its 1953 advertising campaign | 
with color pages in the March 15! 
issues of The New York Times and} 


This Week Magazine featuring the | 
entire Peter Pan line. Additional | 
newspaper ads will run in several | 
key regional areas where This 
Week Magazine is not seen. Retail 
outlets will merchandise the ad 


with local newspaper tie-ins and | 
point of sale promotion. Ben Sack- | 


heim Inc., New York, is the agen- 
cy. 


Lichtman Starts N. Y. Office 


Jerry Lichtman Co. has opened 
an office at 230 Fifth Ave., New 


located in Baltimore, but “the 
constantly increasing percentage 
of the agency’s billings in the 
Manhattan area” necessitated the 
change. 


McIntyre Names Barbour 

Roydon M. Barbour, formerly 
executive v.p. of Consolidated 
Press Ltd., Toronto, has been 
named v.p. of O. E. McIntyre of 
Canada, specialist in direct mail 
and mail order selling. 


Ballantine Boosts Creswell 

Berned Creswell, with P. Bal- 
lantine & Sons since 1948, has been 
appointed sales supervisor for the 
company. He will make his head- 
quarters in the New York sales 
office. 


| Index,” 
York. The agency, formerly known | 
as S. J. Lichtman Co., had been! 


Palm Beach Co. Names Jones 


David N. Jones has been ap- 
pointed advertising manager for 
Palm Beach Co., Cincinnati man- 
ufacturer of men’s suits and sub- 
sidiary of Goodall-Sanford Inc., 
Sanford, Me. Mr. Jones was for- 
merly advertising manager of Co- 
ca-Cola Export Corp., a v.p. of 


|Gray Advertising and sales pro- 


motion manager of the Harriet 
Hubbard Ayer division of Lever 
Bros. Co. 


Liquor Index to Bow 


Southern States Beverage Jour- 
nal, Coral Gables, Fla., will intro- 
duce its “Comparative Advertising 
a weekly analysis of 
southern liguor, wine and beer 
advertising, in January. A sample 
copy of a test run for Nov. 1-7 is 
available by writing the publica- 
tion. 


Appoints Lawrence Schaffel 

Commercial Solvents Corp., New 
York, has appointed Lawrence 
Schaffel as advertising manager of 
its animal nutrition department. 
He succeeds I. Roy Cohen, recent- 
ly appointed assistant to the gen- 
eral sales manager of the depart- 
ment. 


Gibbs to Lewis Gilman 

John A. Gibbs, formerly as- 
sistant to Lester Beall, New York 
advertising and package designer, 
has joined Lewis & Gilman, Phil- 
adelphia agency, as associate art 
director. 


Word about WOR does get around.... 


in the program listings of 115 daily news- 


papers—far more than carry the 


listing of any other station anywhere! 


WOR’s signal penetrates 14 states and 


reaches over 26,000,000 people. No 


other station in the country serves as 


large or as productive a market. 


Word about WOR gets around to advertisers, 
too—and the word is—it SELLS. Year 

in, and year out, WOR sells more 

products for more advertisers than any 


other station in the United States. 


Learn how WOR can sell for you. 


SMOOTH—Eastman Kodak's new auto _ 

matic disp perates with a tant | 

tension spring to feed out films as soon 

as they are needed. Because this display | 

does not depend on the old style gravity 

dispensers, it takes up less room (2%” | 
high), lies flat. 


Novel About Admen 
Doesn’t Come Off 


New York, Dec. 23—Doubleday 
& Co. calls “Half a Doliar Is Bet- 
ter Than None” a funny novel, but | 
this book about advertising won’t 
strike admen as so. Or too many 
other people, either. 

Nicholas DiMinno’s novel, which 
Doubleday has published at $3, 
is about some characters as shal- 
low as a pothole carved out of 
granite with a wooden spoon. 

The story concerns Vercingetorix 
Rawlins, 26-year-old Harvard 
graduate who starts a cursus hon- 
orum (trainee program) in a Mad- 
ison Ave. agency, Edgebury & 
Haskins. After eight months of 
broom-wielding he is promoted to 
filling ink wells for the creative 
staff. This motley crew of ex- 
poetesses, a novelist, et al., work 
on Crisps, The Cereal That’s Con- 
tent to Remain a Cereal. 


® Rawlins’ big break comes when 
he’s selected to guide the winner 
of a Crisps contest on vacation in 
New York. Rawlins flops at his 
attempt to make good in the agen- 
cy world. 

Most of the book sees the hero 
breaking a lance with a strictly 
cardboard advertising world. 

Not even the always-entertain- 
ing illustrations of R. Taylor rescue 
“Half a Dollar.” 


Promotes J. H. W. Lawrence | 


J. H. W. Lawrence has been pro- 
moted to manager of the institu- 
tional division of Sherwin-Will- 
iams Co. of Canada, Montreal. Mr. 
Lawrence was sales manager and, 
later, assistant general manager. 
He succeeds Walter J. Tardiff, who 
has been made general manager of 
Canada Paint Co., Montreal. W. H. 
Soden has been named assistant 
manager of the institutional divi- 
sion. 


Milprint Appoints Everitt 


George L. Everitt has been elec- | 
ted sales promotion manager of 
Milprint Inc., Milwaukee printer 
and package producer. For the 
past five years, Mr. Everitt has 
been sales manager of Everitt Hat 
Co., Milwaukee, and prior to that 
was an account executive of Fred- 
erick C. Williams & Associates, | 
Chicago agency. 


Three to Ried] & Freede 


| Riedl & Freede, Paterson, N. J., 

| has been named to handle the ad- | 
'vertising of Ross & Roberts Sales | 
|Co., New York manufacturer of 
vinyl sheeting and film; Holland 
Windmill Knitting Yarns, Leyden, | 
|the Netherlands, and U. S. Fiber | 
'& Plastics Corp., Stirling, N. J.,, 
manufacturer of sports plastics. 


Appoints Fred W. Myers Jr. 
Faultless Caster Corp., Evans- 
ville, Ind., has appointed Fred W. 
Myers Jr. advertising manager. 
Mr. Myers formerly was manager 
of the Stewart Howe Alumni 
Service, West Lafayette, Ind. 


foatin Joins Doner & Co. 
Epstein, formerly presi- 
au 3 Century Advertising, De- 
troit, has joined W. B. Doner & 
Co., Detroit, as v.p. in charge of | 
marketing. | 


) ) 
Does it seem as though oll 
the work in your office j 


up at your desk? We 
the solution—Pontiac's six 
services enable you to see 
one man where you ordinarily 
deal with six! The man to see 
is a Pontiac trained represen- 
tative who can advise or help 
you in ail the steps so essential 
to successful production! We've 
had 40 years experience in 
relieving pressure in the 
advertising profession. Why 
not take advantage of all 
that experience and write or 
phone us? We'll be glad to 


call at your convenience. 


Six unified services 


@ ART 
@ ENGRAVING 
@ PHOTOGRAPHY 
@ ELECTROTYPING 
@ TYPOGRAPHY 
@ COLOKk PROCESS 


PON TIAC 
dougsl Co 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


call HAymarket 1-1000° 
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To H. E. Johnson & Associates 
H. E. Johnson & Associates, San 
Francisco, has been appointed to 
handle advertising for Vin & Sprit- 
centralen, Stockholm, Sweden, 
maker of O. P. Anderson aquavit 
and Carlshamms Flag Swedish 
punch. Insertions will run in 
Swedish language newspapers in 
the U.S., as well as Gourmet, The 
New Yorker and trade publica- 
tions. The agency has opened a 
branch office in Victoria, B.C. 


Merged Agency Appoints 3 
When Doremus & Co., Philadet- 
phia, and Benjamin Eshleman Co., 
Philadelphia, merge on Jan. 2 to 
become Doremus-Eshleman, the 
following will be department 
heads: Philip R. Livingston of 
Doremus becomes production man- 
ager; Barry E. Thompson, Benja- 
min Eshleman Co., will be head 
of the art department, and Joseph 
R. Rollins, also of Eshleman, as- 
sumes the post of media director. 


ELECTROTYPE COMPAN 


a7 SOUTH JEFFERSON ST, CHICAGO 7, ILL 


Goodrich Boosts ‘53 Budget 
for Koroseal Play Pond 


An increased advertising budget 
and an enlarged sales force will 
help promote B. F. Goodrich’s 
Koroseal play pond during 1953. 
The company also is introducing 
three new models of the rubber- 
ized play pool for children. The 
play pond will be pushed via “The 
Burns and Allen Show,” which 
Goodrich sponsors on alternate 
Thursdays with Carnation milk 
over the CBS Television net- 
work. Space is scheduled for Life, 
Parents’ Magazine, The Saturday 
Evening Post and in 23 metropol- 
itan Sunday newspapers. Copy for 
the trade will be placed in Hard- 
ware Age, Hardware Retailer, 
Playthings and Retailing Daily. 
Griswold-Eshleman Co., Cleve- 
land, handles Koroseal products 
for Goodrich. 


Mason Joins ‘This Week’ 

Barrett K. Mason, previously 
with the Chicago advertising of- 
fice of The Saturday Evening Post, 
has joined the Chicago office of 
This Week Magazine. 


ONE OF THE MOST AMAZING FIGURES 
IN AMERICAN NEWSPAPER HISTORY! 


THE 
COURANT 


All 52 leading U. S. cities tabulated by Media 


Records showed a total increase in newspaper ad- 


vertising lineage of slightly over 16,000,000 lines 


. for the first 10 months of 1952. 


These cities in- 


clude New York, Chicago, Los Angeles, Philadel- 


phia, Boston and 47 more. 


Of this 16,000,000 line increase, The Hart- 


ford Courant accounted for more than 1,000,000 


lines. 


16,000,000 


THERE'S A REASON 


The reason for this enormous increase in 


advertising lineage is this: 


Advertisers are getting 


tremendous results from The Courant . . . daily 


and Sunday. 


000,000 "" 


The Courant’s fabulous circulation growth is an- 


other great factor. 
November 1951. 


from 72,252 to 77,718 in the past year! 


Compare November 1952 with 
The daily Courant has increased 


The Sunday 


Courant has increased from 116,532 to 122,483! 
There’s something BIG going on in Hartford. 


Big business. 


Great retail sales increases. 


Now Hart- 


ford is second only to Boston in all New England. 


YOU CAN'T COVER CONNECTICUT WITHOUT THE COURANT 


The Hartford Courant 


Represented Nationally by Gilman, Nicoll and Ruthman 
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Look Tenease 


new White 4 


partect, ett-speed stitching! 


OPENS BIGGER DRIVE—White Sewing Machine Corp., Cleveland, opens the largest 
six-month campaign in its history with this b&w page in Seventeen, Today’s Woman 


and Woman's Day, 


White Sewing to Use 
Newspapers Most in 
‘53; Budget's Up 25% 


CLEVELAND, Dec. 23—White Sew- 


ing Machine Corp.’s national ad-| 


vertising in 1953 will be budgeted 


25% greater than in 1952. Cover-| 


age will be extended to youth and 
shelter magazines. 


On the local level, an intensive | 


promotion will be run in news- 
papers. The budget for newspa- 


pers will be three times as great | 


as that for national promotion. 

All the ads will be b&w, which | 
the company says will give it a 
gain of more than 21,000,000 im- 
pressions over last year’s circula- | 
tion. 

Spreads and single pages will be 
run in The American Weekly, Bet- 
ter Homes & Gardens, Ladies’| 
Home Journal, McCall’s Pattern 
Book, Seventeen, Simplicity Pat- 
terns, Today’s Woman, - a 
Day and Woman’s Home Compan- 
ion. All ads will feature the new 
White Sewmaster model and the 
Miracle Stitch. 

Brochures, easeled posters, glos- 
sy product illustrations and other 
point of sale material will be 
available to dealers, and plans for 
tie-in promotions are being made. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Food Plan Dealers Join 


The Food Plan Dealers Assn. has 
been formed by representatives of 
food plans, food processors, freezer 
manufacturers and allied busi- 
nesses in the metropolitan New 
York area to assure “that custom- 
ers receive the full benefits of 
freezer food plans.” Temporary 
officers are Harvey Farber, Ama- 
na Products Inc., president; Chris 
A. Blunt, A.L.S.C.O. Food Plan, 
treasurer, and Ted Brody, Utility 
Appliances, secretary. Temporary 
headquarters are at 109-12 Ja- 
maica Ave., Richmond Hill, N. Y. 


To Yardis Advertising Co. 

Eastern Ogden Inc., Philadelphia 
maker of water purifiers, has ap- 
pointed Yardis Advertising Co., 
Philadelphia, to direct its adver- 
tising. 


via Batten, 


Barton, Durstine & Osborn. 


Medical Agencies Form 
Professional Association 


The Assn. of Medical Advertis- 
ing Agencies was brought into 
being on Dec. 10 at the Hotel Bar- 

clay in New York. The group will 

“propose codes of principles and 
will seek also to train qualified 
personnel for the fulfillment of its 
aims.” In order to qualify for 
membership, an agency “must 
provide adequate professional fa- 
cilities to assure the objectives of 
the association.” The group was 
|formed by agencies concentrating 
on the medical and pharmaceuti- 
cal fields. 

A. Douglass Brewer, 80 W. Balti- 
}more Ave., Lansdowne, Pa., was 
| elected executive secretary for the 
| group. The members of the board 
lof governors are L. W. Frohlich, 
L. W. Frohlich & Co.; William 
| Douglas McAdams, William Doug- 
las McAdams Inc.; Dorothy Noyes, 
| Noyes & Sproul, all of New York, 
is Lee Ramsdell, Lee Ramsdell 

& Co., Philadelphia. 


| Dutch Bulb Growers Report 
20% Sales Increase Over ‘51 


| An increase of almost 20% over 
as year’s sales of Dutch bulbs in 

he U. S. is reported by the Asso- 
ciated Bulb Growers of Holland. 
The increase is the largest since 
|the end of World War II when 
bulb exports were renewed. A 
$75,000 garden photo contest, 
launched during the summer, is 
credited with being one of the 
reasons for the sales rise. 

Next year, a radio and television 
campaign will be added to the 
regular fall promotion, which will 
be more extensive in magazines 
and newspapers. A cut flower 
spring campaign will be tested in 
several areas to determine demand 
at retail florist level for tulips, 
daffodils and hyacinths. Ander- 
son & Cairns, New York, is the 
agency. 


Omaha Agency Moves 
Langhammer & Associates, Oma- 

ha agency, has moved to larger 

quarters at 225 Park Ave. 
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Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave,, New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


A 
3 11" among Sales Management's 


' 82" in i 


among Sales Management's 
162 metropolitan areas 


& 
i 7A” in RETAIL SALES 


among Sales Management's 
162 metropolitan areas 


* 
Les Johnson, V. P. and Gen. Mgr. 


in E.B.1. per CAPITA 


TELCO BUILDING, ROCK sal dian 
Reps iesented by Avery Kno te! ine 


fo Sle ee eee a 00i‘“‘ I el 
a AB 

. Tens . = ect a “eer — 

ere TT cpt nent, ~~ lr re 
§ | asa 

. “ i? Ng a ae > ‘ d . aa *¥ 

¥ ‘ wv ce es ete = E. 

sm ios 3 guscte? mats coc PEA 7 =3 SS a mowinchoeesintene 

oF jr . d Geir: pL ee ee %, a : = =. 3 — a. . pep ti . 1 ow eney 0 008 8 Di, {Se oeee — “ 
sare sack ei 8 te ae eee eee 

vy ‘ 4 MArrison 7-0150 ‘Go Os se ie : 
sit : — cOtL— i 86 
tr : a . iad ofS T itll bse 3 

ed a eet 3 : Re I ee 

A : — 

oy 

ie po 

a ee 

: | a 

sj ¥ PE  8= 

e j PO 

/ ~ 

. A a 

Pe 2. if o 
a a 

— —. a 

a 

ai ; ee 

Te 

; | - - Se 

s Rae Cd : a D-cy , 
ne seri re [ Ky «... Cae 
yf >: ‘ ropolitan areas } od, > oe 

a2 erie es ¥ ° & 8a r 4 ie 

ae q f 2 ae * - - < ‘ 
er cee, . OPULATION Sp > 7 a  - |. 
| mA AE a gee 

Me AS | POS ae 

re a ta Ws | & 
ee WHRE : 

if RR ——EEEEEEs Ce oe oe oe 

ie 3 


IT WORKS—Paoul M. Hahn, president of American Tobacco Co., 
tries the “tear and compore” test used as theme of 1952 Lucky 
Strike advertising. Mr. Hahn had just been presented citation 
(showr in center) “for effective use of newspapers’ local action” 


are, from ieft: E. A 


Harold S. Barnes, d 


in Luckies drive by the Bureau of Advertising. Watching tear test 


vertising director. Representing the Bureau ore Robert L. Moore; 


. Harvey, v.p. for sales, and Al Stevens, ad- 


irector, and Bruce Robinson. 


| Allentown Dailies Use Ruse to Develop 
a Profitable Downtown Park-and-Shop Center 


ALLENTOWN, Pa., Dec. 24—A} been transferred to a board game 
unique parking promotion, started | which goes on the national mar- 
with a ruse in 1945 by the Allen-| ket next spring through Milton 
town Call and Chronicle news-| Bradley Co. at $3 a game. The 
papers, is paying off for the news-| game, which was introduced in 
papers, local merchants and the, Allentown this year and which 
shopping public. | Mr. Miller suggested to the Brad- 

The idea for a city parking plan| ley people, shows Allentown’s 
came to Donald P. Miller, now ex-| stores, streets and parking lots. 
ecutive v.p. of the two dailies,| Invention of the game is credited 
in 1944. He wanted central park-| to B. Campe Euwer, commercial 


ing space to meet the needs of | artist with the Allentown papers. 


shopper traffic that was sure to} ; 
boom once the war was over. ® Object of the game is to drive 


The Call and Chronicle spear-|@ miniature car from home to the 
headed the project and carried out | nearest Park & Shop lot, park the 
the initial planning, financing and | car then move a pedestrian mark- 
execution of the plan. Major ob-| er to all stops on a shopping list, 
ject of the newspapers was “to/ return to the car, then move back 
prevent decentralization of one of|to the starting point before the 
America’s great trading areas.” | other players. 

Park & Shop (the real thing) 
= Getting the plan accepted back | got its charter in May, 1946. Later 
in 1946 
worked like this: scriptions were received, and in 

The retail division of the cham-| December the first formal ap- 
ber of commerce first got up a|preach was made to local mer- 
mailing list of Allentown mer-) chants. It opened for business in 
chants. Then, with the idea that| July, 1947, and in four months 
“a man is not without honor save! was operating in the black. Con- 
in his own country,” brochures, tinual expansion of the project 
were addressed to the merchants— | saw earnings plowed back for the 
but the whole bunch were packed | first five years and today the 
first and sent to Decatur, Ill. De-| corporation is earning some $25,- 
catur newspapers cooperated by | 000 a year. Last July, the first 
mailing the brochures to the in-j| dividend was declared. 
dividual Allentown merchants. | The setup sees all parking lots 

The idea was thus accepted in| leased to operators who get 25¢ 
Allentown as “the Decatur Plan,” | for two-hour parking and 5¢ for 
while actually it was the Park & | each additional hour. Shoppers pay 
Shop plan as dreamed up by its! the 25¢ in advance and get a ticket. 
Allentown promoters. Their parking money is refunded 

|} when they purchase $1 or more 
s As a result, Allentown now has | from a member merchant and pre- 
Park & Shop Inc., with 82 mem-' sent the validated ticket to the lot 
ber stores, eight parking lots, two | attendant. 
ramp buildings and leases on four | 
other lots—with total parking | Member stores are billed month- 
space for nearly 1,400 autos. The} ly at the rate of 20¢ for the two- 
company has a total investment of | hour parking. Operators of park- 
$1,382,000 in land and buildings,|ing lots turn in validated tickets 
and is capitalized for $600,000, held| weekly to Park & Shop and get 
by 130 stockholders. Three more | 18¢ for each. Under this arrange- 
parking sites, newly purchased,! ment, a total of 1,000,000 cars was 
will new be renovated. parked ‘between 1947 and 1952— 
Moreover, the plan has now and 200,000 tickets were validated 


National Nielsen-Ratings of Top TV Shows 


Two Weeks Ending Nov. 22, 1952 
; All tigures copyright by A. C. Nielsen Co. 


Total Homes Reached Program Popularity* 


involved a ruse which/|that month, the first stock sub-| 


by member stores. Common stock 
|quotas for stores ranged from 
| $300 to $50,000—according to size, 
| type of business, sales volume and 
square footage of ground floor 
| area. 

When Park & Shop first opened 
for business it operated four lots 
| with 300 parking spaces. Thirty 
|merchants were then in the cor- 
poration. 
| In addition to Mr. Miller, who 
is secretary and treasurer of Park 
& Shop, the officers of the cor- 
poration include Harvey L. Farr, 
president, and Charles E. Folwell, 
v.p. Policies are set by a 12-man 
board composed of merchants and 
property owners. 


‘Call-Bulletin' Appoints 
Baxter Promotion Manager 


Robert E. Baxter, formerly pro- 
motion manager of the San Fran- 
cisco 


News, has been appointed 
promotion man- 
ager of the San 
Francisco Call- 
Bulletin. 
Mr. Baxter 
was director of 
research and ad- 
vertising promo- 
tion for the Los 
Angeles Times 
from 1935 to 
> 4 1945. He moved 
| to San Francisco 
Robert E. Boxter in 1945, where he 
has served as a 
| marketing specialist with McKin- 


| sey & Co., management consultant, 

|} and was a principal of Facts Con- 

| solidated, marketing and opinion | 

|research consultant, before join- | 
ing the News. 


| Joseph Allen to Join ANA 
Joseph M. Allen, v.p. in charge 
of public relations for Bristol- 
| Myers Co., will join the staff of 
| the Assn. of Na- 
tional Adver- 
| tisers, New York, 
| on Jan. 1. He has 
| not yet been as- 
| signed a title but 
will work in me- 
dia relations. Mr. 
Allen has been 
closely associated 
with ANA for a 
number of years. 
| He joined the 
sales promotion 
department of 


Joseph M. Allen 
B-M in 1917. Prior to his present 


post was v.p. in charge of ad- 
| vertising for all B-M products. 


omes| Daily News’ Boosts Four 


| they are brought within the means 
‘of the average budget,” the report 


Recipe for Post-Defense Prosperity ... 


» Need $20 Billion Gain in Personal 


Sales to Keep an Even Keel in ‘55 


(Continued from Page 1) 
reduce uncertainty in the minds of 
business men we can contribute to 
a steadiness in the business world 
which in itself is perhaps the most 
important factor in our future 
prosperity.” 


expenditures, the report says, our 
economy should be able to take 


|eare of itself with planning and | 


initiative by business. 
On the plus side, the department 


|finds that capital investment by 
| business will be higher in the next | 


three years “than most of us had! 
anticipated.” 1953 expenditures 
are to be only slightly below 1952, 
and a special survey of 84 firms, 
which make a third of all business 
investments, shows that even for 
1954 and 1955 these leading com- 
panies are budgeting capital in- 
vestment at 75% to 80% of 1952 
volume. 


# Among the major problems in 
the consumer goods field will be 
the probable decline in residential 
construction, and the disappear- 
ance of the backlogs of demand 
which existed after World War II. 

In an analysis of the construc- 
tion outlook, the report says the 
backlog of urgent housing demand 
is disappearing as a result of high 
rates of construction. With the 
rate of family formation declining, 
the housing industry will depend 
increasingly on the replacement 
market, a far from lucrative field 
in the past. 

In calling on business to look in- 
to the possibilities of the replace- 
ment market for housing, the re- 
port points out that the 1950 hous- 
ing census showed almost 2.8 mil- 
lion nonfarm homes which were 
classified as “dilapidated” in 1950, 
and an additional 7,000,000 
that lacked private toilet and bath 
facilities. Several million more 
mignt be considered “substandard,” 
the report suggested. 


s The report emphasized that 
product research and aggressive 
marketing have been a major fac- 
tor in the growth of the American 
economy. 

“All of us can effectively use 
more goods and more services. In 
this direction lies the growth of 
our market—in the expansion of 
purchasing power, in new products 
and new uses for old products, in 
merchandising more goods so that 


says. 
Special efforts are made to in- 


terest business executives in ad- 
ditional expenditures for market | 
research. 

“Beyond the relationship of the 
company to its customers are fac- 
tors affecting the customers’ in- 
come and the national income,” 
the report says. In addition to 
evaluating the over-all national 
economy, each company should be 
equipped to compare its own sales 
record with the reeord of other 
members of its industry. 


@ In the consumer durables field, 
disposable consumer income wil 
have a direct effect on sales possi- 
bilities, the report points out. | 

Food continues to take a larger 


with the postwar increase in con- 
sumer expenditures. 


s While the total number of auto- 
mobiles in use has reached 44,000,- 
000, which is 50% above the pre- 
war peak, special influences such 
as suburbanization and geograph- 


ls Even with a decline in defense |i shifts westward may have ex- 


nded market possibilities. 
Nevertheless, the auto industry 
is moving rapidly to the point 
where it must rely increasingly on 
the replacement market. 

“If over the next few years gen- 
eral economic conditions were to 
remain favorable, average domes- 
tic demand for new cars would 
be in the neighborhood of 5,000,- 
000 a year. The actual market 
may well be extended beyond this 
through the extensive merchandis- 
ing efforts which have character- 
ized the development of the in- 
dustry,” the report says. 


pa 


® The auto industry is the largest 

durables market, with new car 

sales accounting for 3% to 4% of 

consumer expenditures, and auto- 

mobile operations another 4% to 
o, 


O-* 

Major household appliances a 
about two thirds as large as t 
market for new automobiles, wi 
sales at a rate of about $4.5 billi 
annually. 

The group experiences shifti 
of emphasis, as consumers fi 
themselves stocked with earli 
types of appliances, and turn 
new developments and inventio: 

For many items, such as r 
frigerators, where consumers a 
well stocked, the outlook will 
“on the downside.” Others, li 
TV, are among the most promisi 
markets for the future. 


= Since the outfitting of ne 
houses normally stimulates the a 
pliance market, the deciine 
home building poses a _ proble 
for the appliance industry. 

The report also discusses in d 
tail expenditures by all branch 
of governments, and by instit 
tions, and the detailed probabil 
ties in foreign trade, industri 
expansion and defense. 


Spot TV Costs Down 
18%, Petry Study 
of 13 Stations Says 


New York, Dec. 24—A study on 
the cost of reaching families 
through spot television in 13 lead- 
ing markets was released today 
by the television division of Ed- 
ward Petry & Co. 

The report, covering the pericd 
Jan. 1 to Nov. 1, 1952, shows that 
the number of TV homes grew 
22.6% while costs have dropped 
17.8%, based on nighttime hour 
rates, and 18.5%, based on daytime 
hour rates. 

The yardstick employed in 
measuring costs is the cost per 
available TV home, but the sig- 
nificance of this yardstick, the re- 
port points out, varies greatly with 
individual advertisers and with 


i individual problems. 


s The study is based on spot TV 
advertising rates on 13 stations 


omes H 4 n 
Rank Program (000) | Rank Program (%)| The Chicago Daily News has slice of consumer expenditures represented by Edward Petry. 
1 I Love Lucy (Philip Morris, CBS) .13,618 | ; i fen od co res} Gel osess a4 promoted four in its advertising than in prewar years. By 1952, the Stations represented include 
5 Ceciey ae Friends’ (Ligon ire f 3 Govfrey's Talent Scouts (Lever-iip. / | department. Arnold Torsell, retail relative importance of furniture WSB-TV, Atlanta; WBAL-TV, 
Myers, CBS) ............000-0es 9,551 | ton, CBS) ........essseeeeseeeees 57.6| advertising manager, will become and household equipment was, Baltimore; WFAA-TV, Dallas; 
$ Coats Cy Playeense (NEC). a 3350 | : 5 4 NO cetianeevhe Re 522| assistant advertising director on somewhat below the prewar pe-_ KPRC-TV, Houston; KECA-TV, 
6 You Bet Your Life (DeSoto-Ply- sia 5 Goodyear TV Playhouse (WBC) coos OG Jan. ye — = riod, but automobiles—even with Los Angeles; KSTP-TV, Minneap- 
ith, ; : y olgate Comedy Hour (NBC) ........ é succee r. orsell. oy i ae . A 2 
7 All. Star Revue (Several sponsors. | 7 Dragnet (Liggett & Myers, NBC) ey 45.9 | Tabbert will become classified ad- restrictions on production—main- olis-St. Paul; WSM-TV, Nashville; 
NBC) roo --. 8.472| 8 You Bet Your Life (DeSoto-Ply areal tained their prewar share of the WJZ-TV, New York; WTAR-TV, 
8 Dragnet (Liggett & Myers NBC)... 8,328 | | mouth MBC) 52a... a9 | vertising manager. John T. Mellen | sotal in dollar terms Norfolk; KMTV, Omaha; WOAI 
9 NCAA ro Games (General as} 9 a ad Revue (Several sponsors, an will succeed Mr. Tabbert in han- A ticul 1 ‘sand |TV Se; Ant vn KGO ay — - 
phitea TV Playhouse (NBC) “018 | 10. Philco TW Piayhouse (NBC) ..........43.6 Gling retail grocery and depart- pparel, particularly men’s an , San Antonio; -TV, San 


. 8.0 ° . ‘ 
Sher cent of homes reached in area where program was telecast. | ment store accounts. boys’ wear, has failed to keep pace Francisco, and KOTV, Tulsa. 
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® Youre going to love 


FLORIDA 


Commission thinks the bulletins have “immense value” to the 
state and industry. J. Walter Tthompson Co. worked this out 
in cooperation with Outdoor Advertising Inc 


FLORIDA LOVES FORD-Pointed bulletins like this have been 
erected by the Ford Dealers Assn. of Florida for the benefit of 


tourists who hove just crossed the state line. The Florida Citrus 
IN AYER’S LOBBY—Triangular Christmas trees featuring 1952 Christmas covers of 


dozens of magezines decorate the lobby of N. W. Ayer & Son's media department 
in Philadelphio. Here L. D. Farnoth, v.p. in charge of media, puts on some fin- 
ishing touches. 


MISS MILLIONTH-—Jo Hoppe, Miss Chi- 

cago of 1952, has a new alias. She's 

now Miss Millionth Victor in celebrotion 

of Victor Adding Machine Co.'s 1,000,000th 

mochine. Miss Hoppe, the machine and 

A. F. Bokewell, v.p. and sales manager, 
ore pictured above. 


WILLYS MEN—Gerry E. Lyons (left), general sales manager; Don Smith (center), 

advertising and merchandising manager, and Howard P. Grove, v.p. in charge of 

sales for Willys-Overland, stopped at a Newsweek display ot Willys’ recent dealer 
soles convention in Toledo, which attracted more than 3,000 deolers. 


me OKIT!—Willis H. Gurley (center), president of Borden Food Products Co. division 
Borden Co., shows Everett Rosenthal, executive producer of “Treasury Men in 

tion” (NBC-TV), the trophy owarded to the show by Sylvania Electric Products 
AA, Dec. 22) for the best documentary drama in 1952. Donald K. Clifford, 
esident of Doherty, Clifford, Steers & Shenfield, the Borde» agency, looks on. 


WHAT A GIFT!—John Bruenig (left) and Dave Lockwood (center), v.p.s of Foote, GET THE POINT?—Ketterlinus Litho. Mfg. 


NEW MEMBERS Margoret Ryan (left) and Mary Ryan (no relotion), both employes Cone & Belding, seem impressed—as they should—as Dick Lewis, head of the Chi- Co. designed this counter display for 


of McGraw-Hill Publishing Co. and new members of the McGraw 25-Yeor Club, get 
@ congratulatory hug from Curtis McGraw, president, at a dinner honoring 27 new 
club members. At left in back is D. C. McGraw, Ist vp. for manufacturing 


OUTDOOR AOMEN AND GUESTS- Following the opening session of the Outdoor Advertising Assn.’s annual 
meeting in Chicago, these men were luncheon guests of Burr Lb. Robbins, president of General Outdoor 
Advertising Co. From left are Frank R. Metzdorf, GOA; Carl Henke, general sales manager, GOA; Elon 
Borfon, president, Advertising Federation of America; R. D. French, v.p., Outdoor Advertising Inc.; John 
V. Sandberg, J. Walter Thompson Co., president of the Chicago Federated Advertising Club; Kerwin H. 


cago art studio bearing his name, gives them 100 shares apiece in genuine gold 
mine stock. Mr. Lewis has sent 200 clients shares in some actual working gold mines. 
The shares are only worth 6'2¢ now, but sometimes 


Fulton, president, OAI; John P. C ingh c ingh 


eration of America. 


Berkshire Knitting Mills’ new Nylace “no 
garter run” stocking top. Kenyon & Eck- 
hardt is the agency. 


& Walsh, and chairman, American Assn. of 
Advertising Agencies; Mr. Robbins; Wesley |. Nunn, ad manager, Standard Oil Co. (Ind.); Frederic R. 
Gamble, president, American Assn. of Advertising Agencies; Theodore S. Repplier, president, Advertising 
Council, and R. M. Gray, advertising manager of Esso Standard Oil Co. and chairman, Advertising Fed- 
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THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


Buys Florida Broadcasting 

Washington Post Co., publisher 
of the Washington Post, has 
reached an agreement with the 
stockholders of Florida Broad- 
casting Co., Jacksonville owner 
and operator of WMBR (AM and 
FM) and WMBR-TYV, for the pur- 
chase of all outstanding capital 
stock. The purchase price is $2,- 
470,000. 


Heaven Hill Changes Agencies 

Boone Advertising, Louisville, 
has been named to direct adver- 
tising for Heaven Hill Distilleries, 
Bardstown, Ky. All general media 
and point of purchase material 
will be used. M. R. Kopmeyer Co., 
Louisville, the previous agency, 
resigned the account. 


Jones to Kearney & Trecker 

-é--Robert Jones has been ap- 
pointed sales manager for stand- 
ard machine sales of Kearney & 
Trecker Corp., Milwaukee. Mr. 
Jones succeeds H. H. Lentzner, 
who has been named manager of 
the special machinery division. 


National A 


More Leading Jobbers 


in Louisiana, Arkansas, Texas 


Praise KWKH 


R. W. HODGE, Vice-President, 
Mai 


Ass'n 


Shreveport, SAYS: 


“KWKH produces 


Phenomenal results” 


W. F. 


HANNA, General Manager, 


Andress-Hanna, Inc., 
Shreveport, SAYS: 


“KWKH is uniformly 


satisfactory 


T. A. WILLIAMS, Owner, 
Williams Physicians and 
Surgeons Supply Co., 
Shreveport, SAYS: 


“We prescribe 


KWKH"™ 


<u comments above are from letters written us by three 
leading jobbers in the KWKH area—men who know this 


region as well as you know your own front yard. 


50,000 Watts * CBS 


SHREVEPORT 


None of these men would qualify generally as a “Time 
Buyer” or “Media Director”. Some of them may never have 
seen Madison or Michigan Avenue. But all of them are 
experts on their own business, and on the direct, obvious im- 


pact on sales produced by KWKH! 


We're naturally proud of our successful advertising record 
in behalf of so many wholesalers, jobbers and distributors in 
the KWKH area. We'd like to do the same kind of job for 


yours. What facts would you like? 


KWKH 


A Shreveport Times Station 


LOUISIANA 


| Sane 


Radio 


The Branham Company, Representatives 


Henry Clay, General Manager 


Advertising Age, December 29, 1952 


As reported by Business 


Copyright by 


Domestic Tax-Paid Cigaret Sales 


by Walter E. Knight. University of Louisville 


Sales in Billions % Share of Market 
1951 1952 Change 1951 1952 
REGULAR SIZE 
Camel 103.0 104.5 1.5% 27.2% 26.5% 
Lucky Strike 78.0 73.5 —5.8 20.6 18.6 
Chesterfield 64.1 57.0* —10.8 16.9 14.4 
Philip Morris 39.3 36.5 —7.1 10.4 9.2 
Old Gold 21.5 23.0 7.0 5.7 5.8 
Kool 10.5 11.5 9.5 2.8 2.9 
Raleigh 8.0 8.3 3.8 2.1 21 
Wings-Avalon i 7 ae 2 2 
Marvel a 6 —14.3 2 2 
TOTAL 325.8 315.6 —3.1 86.0 79.9 
KING SIZE 
Pall Mall 32.0 41.5 29.7 8.4 10.5 
Herbert Tareyton 9.5 12.5 31.6 2.5 3.2 
Chesterfield nz 7 ae ses 2.8 
Fatima 2.5 3.0 20.0 x & 
Cavalier 8 15 87.5 2 4 
Regent 1.0 8 —20.0 |} 2 
Embassy & 7 40.0 BS 2 
Dunhill ad 5 eed sr mn 
TOTAL 46.3 715 544 12.2 18.1 
FILTER TIP 
Viceroy 18 2.7 50.0 5 & 
Parliament 14 19 35.7 A 5 
Kent des Soden ene 2 
TOTAL 3.2 5.3 665.6 8 1.3 
Miscellaneous 3.4 2.6 —23.5 9 7 
TOTAL FOR 
ALL TYPES 378.7 395.0 4.3 100.0 100.0 


*Chesterfield kings were introduced in June, have now attained national distribution. 
**Kent was introduced in April, had high-spot distribution in 40 cities by mid-November. 
Note: Brand percentages may not add to group totals because of rounding 


Week, based on estimates 


Business Week 


Sales in 

1951 

American Tobacco . . 119.5 
R. J. Reynolds ........ 103.8 
Liggett & Myers ...... 66.6 
Philip Morris ....... 39.3 
aaa 22.0 
Brown & Williamson ... 21.0 
Po ee 6.5 
| ere “378.7 


Liggett & Myers—Chesterfield 


Wings-Avalon. 


Total Cigaret Sales by Companies 


Total tax-paid cigaret sales for leading companies, in- 
cluding the various leading brands sold by each company, 
as estimated by Business Week. 


Note: Company percentages may not add to total because of rounding. 
Leading brands included: American Tobacco—Lucky Strike, 
Pall Mall, Herbert Tareyton. R. J. Reynolds—Camel, Cavalier. 


Philip Morris—Philip Morris, Dunhill. P. Lorillard—Old Gold, 
Embassy, Kent. Brown & Williamson—Kool, Raleigh, Viceroy, 


Billions % Share of Market 
1952. Change 1951 1952 
127.5 + 6.7% 31.6% 32.3% 
106.0 + 21 27.4 26.8 
71.0 + 6.6 17.6 18.0 
37.0 —5.9 10.4 9.4 
24.4 +10.9 5.8 6.2 
23.2 +10.5 5.5 5.9 

59 — 92 17 1.5 
395.0 + 43 1000 100.0 


(regular and king-size), Fatima. 


- increased its sales 


King-Sizers Spark 
1952 Cigaret Sales 


(Continued from Page 1) 
brought out in the middle of the 
year, sold well enough to take 
over ninth place among all ciga- 
rets. An estimated 11 billion long 
Chesterfields were sold. 

5. With the exception of Riggio 
Tobacco Corp.’s Regent, which lost 
one-third of its share of the mar- 
ket, every king-size cigaret either 
gained or held its own. 


® The strides made by the king- 
sizers are reflected in the share- 
of-market losses among the lead- 
ing standard length brands. Camel 
1.5%, but its 
share of the market slipped from 
27.2% to 26.5%. Lucky Strike, still 
in the runner-up spot, suffered a 
sales decline of 5.8% and its share 
of the market dropped from 20.6% 
to 18.6% 

Chesterfield took an even bigger 
beating than Lucky Strike in sales, 
but presumably much of this de- 
cline represented a switch to the 
long Chesterfields. This is borne 
out by figures for the tobacco com- 
panies, which show Liggett & 
Myers increased its total share of 
the market from 17.6% to 18.0%. 

The big gains among the stand- 


‘ard lengths were made by Old 
Gold, which had a 7% increase 
in volume, and Kool, which 


boosted sales 9.5%. 

Philip Morris’ share of the mar- 
ket dropped from 10.4% in 1951 
to 9.2% this year. 


@ Filter-tip cigarets made gains 
along with the king-sizers. Their 
share of the market increased 
from 0.8% to 1.3%. Kent, intro- 
duced in April, ended the year 
tied for 16th place. Viceroy and 
Parliament increased their sales 
50% and 35% respectively. 

Business Week lists three reasons 
for the growing popularity of the 
king-size cigarets—the mildness, 
women and economy appeals—but 
says blandly that “the cigaret 
manufacturers are not so much in- 
terested in cause as in effect.” 

The magazine reports the persis- 
tent 
entries into the market, calling 
Philip Morris the best bet to fol- 
low Chesterfield’s lead. However, 
Business Week says the key to 
future plans is “the sales of long 
Chesterfields, and the effect of 
these sales on regular Chester- 
fields.” 


rumors of other king-size | 


BofA Promotes Rovner to 
Public Relations Manager 

Samuel Rovner, with the Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., 
since 1950 as a member of the pro- 
motion depart- 
ment, has been 
promoted to pub- 
lic relations man- 
ager. 

Prior to join- 
ing the BofA, Mr. 
Rovner had been 
an associate edi- 
tor of ADVERTIS- 
ING AGE and be- 
fore that had a 
similar post with 
Editor & Publish- 
er. Earlier, he 
was in the field of public relations 
as a copywriter and account ex- 
ecutive with Edward L. Bernays 
and George Aubrey Hastings. 


Moftatt Joins E. B. Eddy Co. 

W. D. Moffatt has been ap- 
pointed sales director of E. B. Ed- 
dy Co., Hull, Que., paper manufac- 
turer. Mr. Moffatt fills a post 
which has been vacant since the 
retirement of G. C. Winlow. 


a 


Samuel Rovner 


BEST BUY! | 


—by every standard 
of measurement 


COVERAGE: 9 out of 10 of Iowa's best 
farmers and their families are regu- 
lar readers. 


QUALITY OF READERS: Our readers’ in- 
comes are over twice the national aver- 
age, says the U. S. Bureau of Census, 


READER TRAFFIC: High page by page 
readership from cover to cover proven 
by “Continuing Study of Farm Pub- 
lications No. 4.” 


READER PREFERENCE: Statistical Lab- 
oratory of lowa State College proved by 
scientific area sampling that WF and 
IH is the farmers’ preferred source 
of dependable farming information. 


DEALER PREFERENCE: lowa Dealers 


place WF and IH at top as the pub- 
lication that gives them most sales 
help for advertised merchandise they 
sell. Want to see what yourclients say? 
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R. J. Cuddihy Dies; 
First Publisher of 
‘Literary Digest’ 


New York, Dec. 23—Robert Jo- 
seph Cuddihy, 89, former head of 
Funk & Wagnalls Co., and for 
many years publisher of the old 
Literary Digest, died yesterday at 
his home after suffering a stroke 
on Sunday. 

Born in New York, Mr. Cuddihy 
in 1878 became an office boy in- 
the newly organized periodical and 
book publishing company of Funk 
& Wagnalls Co. In 1890, when the 
Literary Digest was established, 
Mr. Cuddihy was named its pub- 
lisher. In 1914, he acquired con- 
trolling interest in the company 
and remained its head until his 
retirement in 1948. 

In 1930 the magazine attained a 
circulation of 2,250,000, 10 years 
before it started Presidential elec- 
tion polls, which were popular 
and highly regarded because of 
their high degree of accuracy. But 
in 1936, when President Franklin 
D. Roosevelt was re-elected for 
a second term by an overwhelm- 
ing majority, the Literary Digest 
poll, which had predicted a Re- 
publican landslide, sustained such 
loss of prestige that the maga- 
zine’s popularity was affected and 
never recovered. It was sold the) 
following year to other interests. 


8 Although a devout Roman Cath- 
olic, Mr. Cuddihy was instrumental 
in introducing and making avail- 
able to the Protestant clergy of | 
America many of the outstanding | 
theological works produced in 
Europe in the last 75 years. He 
made many trips abroad to obtain 
publishing rights. He also pub- 
lished many books of information 
including the Funk & Wagnalls 
Standard Dictionary of the English 
Language, and a standard ency- 
clopedia. The latter, first offered 
for popular distribution in 1921, | 
reportedly has sold more than 25,- | 
000,000 copies. 

Widely known for charitable 
works, Mr. Cuddihy was honored 
by several governments. He re- 
ceived the Legion of Honor of 
France, the Gold Cross of the Or- 
der of Merit of Austria, the Order | 
of Leopold of Belgium and the 
Papal Order of Knighthood of the | 
Grand Cross of the Holy Sepulchre. 


GLEN P. BURNS 

MILWAUKEE, Dec. 23—Glen P. 
Burns, 35, advertising and sales) 
promotion manager of W. H. Brady 
Co., maker of paper novelties, died | 
Dec. 16 of cancer. 

He formerly served as assistant 
advertising manager of Koehring | 
Co., edited industrial publications 
for Allis-Chalmers Mfg. Co. and 
was advertising manager of West- 
inghouse Electric Supply Co. here. 
In 1949 the Direct Mail Advertis-| 
ing Assn. gave him its national 
“best of industry” award. 


HERBERT W. MEYER SR. 

Cuicaco, Dec. 23—Herbert W. 
Meyer Sr., 66, an artist associated 
for 30 years with Vogue-Wright 
Studios, died Dec. 20 at his home 
in suburban Wilmette. 

Mr. Meyer came to Chicago in 
1918 to work for Barnes-Crosby 
Co., an art studio. He joined Vogue 
Studios in 1922, transferred to the 
Wright Co. in 1925, and stayed on 
when the two studios merged in 
1930. 

Mr. Meyer specialized in catalog | 
illustration. 


ARTHUR BRAYTON 

Des Mornes, Dec. 24—Arthur H. 
Brayton, 61, former head of the 
Des Moines Convention Bureau 
and editor-in-chief of the Dry 
Goods Merchants Trade Journal, 
died yesterday. 

Mr. Brayton was graduated from 


| Times-Star Co. 


International Adclubs Elects 


* aE Calvert 


aii lomerien toed 


| 

SAME TO YOU—Lennen & Newell got some | 

help from the Berlitz School of Languages 

for this Calvert Distillers Corp. ad, run- 

ning in 30 newspapers in major cities, 
Dec. 30 


the University of Wisconsin and 
joined the dry goods journal short- 
ly thereafter. He later joined the 
advertising department of Mar- 
shall Field & Co. and became as- 
sistant personnel manager for the 
department store before joining | 
the Des Moines Convention Bureau 
in 1938. He had been ill since last | 
spring when he underwent a brain 
operation. 


CARL K. HART 

Cuicaco, Dec. 24—Car] K. Hart, 
57, a representative for Pathfinder 
and former advertising director of | 
Field & Stream, died yesterday at 
his home in suburban Winnetka. 


‘Cincinnati Times-Star’ | 
Boosts Taft to Exec V.P. 
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Last Minute News Flashes AFTRA Announcers 


‘Look’ Announces Third Annual TV Awards 


New York, Dec. 26—Look’s third annual set of TV awards will go | Chicago Stations 
this year to Lucille Ball and Desi Arnaz (comedy); Robert Mont- | 


gomery (dramatic show); the political conventions (public affairs); 


“What’s My Line?’ (panel 


program); 


Pabst Blue Ribbon bouts 


(sports); John Daly (best master of ceremonies); “Zoo Parade” (edu- 
cational); “See It Now” (news); “Kukla, Fran & Ollie” (children’s 
program), and “Your Show of Shows” (for best variety program, 


producer and director). 


Wilson Named Sales V. P. of Hallicrafters 

Cuicaco, Dec. 26—M. Robert Wilson, previously general sales man- 
ager of Thor Corp., has been appointed v.p. in charge of sales for Halli- 
crafters Co., maker of television, radio and communications equipment. 


Stephen James Heads Public Relations Assn. 


WASHINGTON, Dec. 26—Stephen James, director of edueation, Auto- 
motive Safety Foundation, Washington, has been elected president 


of American Public Relations Assn. 


, via a mail ballot. Vice-presidents 


are Evelyn Shuler, Penn Mutual Life Insurance Co.; Alfred E. Greco, 
Pullman Co., and William A. Haynes, Pacific Gas & Electric Co. John 
Shumway, Philadelphia, was elected secretary, and Yates Catlin, Amer- 


| ican Waterways Operators, treasurer. 


WQXR Keys 17-Station FM Network 

New York, Dec. 26—The WQXR network, consisting of 17 FM sta- 
tions covering New York, Connecticut and parts of New Jersey, Penn- 
sylvania and Massachusetts, will go on the air Jan. 1. Most of the 
stations included in the network have been broadcasting the musical 
programs and the New York Times hourly news bulletins from WQXR 


for the past two and a half years, 


but this is the first time they are 


being grouped and offered for sale as a network. Advertisers will be 


offered basic and supplementary outlets. Rates for the 13 basic outlets | 


will be those of WQXR plus 50%. 


Servel Promotes Meckstroth and Robinson 


EVANSVILLE, INb., Dec. 26—Servel Inc. has made two promotions in | 


the sales division. Donald R. Meckstroth, formerly director of mar- 


keting services, has been appointed 


manager of sales operations. He is 


succeeded by Robert R. Robinson, formerly sales research manager. 


Haire Publishing Realigns Top Positions 


New York, Dec. 26—Thomas B. 


Haire, with Haire Publishing Co. 


| for 18 years, has been elected president. Andrew J. Haire Jr. has been 


Lloyd B. Taft, promotional di-| named vice-chairman of the board, executive v.p. and treasurer, and 
Andrew J. Haire Sr. becomes chairman of the board. 


rector of the Cincinnati Times- 
Star since January, 1951, has been 
promoted to ex- 
ecutive v.p. of 
the Cincinnati- 


Mr. Taft is a 
son of Sen. Ro- 
bert Taft. He was 
graduated from 
Yale University 
in 1943. He then 
entered the Navy 
and served two 
years in the Pa- 
cific theater. Af- 
ter his discharge 


ah 


Lloyd B. Taft 


premium department of Pillsbury Mills, and more recently in the | “anyone 
| company’s advertising department, has joined Bruce B. Brewer Ad- should be completely independ 


vertising Agency, Kansas City. 


‘Nothdurft to Join Brewer Agency 


Net Radio Off, TV Up; Other Late News 


Strike Against 4 


Cuicaco, Dec. 26—Announcers 
belonging to the American Fed- 
eration of Television & Radio Art- 
ists went on strike three days ago 
against stations WGN, WGN-TV, 
WGNB (FM), and WLS. 

The strike was the first ever 
called against Chicago stations by 
AFTRA since its organization in 
1937. Other members of the union 
are also observing the picket lines. 

The union has ‘completed its 
biennial negotiations with all 
other network owned-and-oper- 
ated and affiliated stations, but 
was unable to reach any agreement 
with the WGN stations and WLS, 
which divides its air time with 
WENR, not affected by the strike. 


® Union requests not accepted by 
WGN are that (1) newscasters join 
the union; (2) the station institute 
a checkoff system to collect dues 
for the union; (3) accepted pay 
raises be retroactive to Nov. 1 on 
all radio contracts, and retroactive 
to Dec. 1 on TV contracts; (4) the 
station institute an unlimited sev- 
erance pay system to provide one 
| week’s pay for every year of ser- 
vice, and (5) the station grant un- 
limited sick leave. 

At WLS, the issues center around 
the union’s basic weekly wage fér 
staff announcers of $150 and 
same issues raised at WGN a 
for the question of union ne 
casters. According to Edwaf 
Schlesinger, national represen 
tive for AFTRA in Chicago, 
other stations have agreed to ha 
ing newscasters become uni 


members. : 
| 2 


connected with ne 


and unbiased to assure freedom 
| Speech and freedom of the pres: 
|The AFTRA request applies on 


MINNEAPOLIS, Dec. 26—C. G. Nothdurft, formerly manager of the |» WGN, however, maintains : 


e With CBS and Mutual showing gains, November radio time charges | to newscasters and does not cov 
were $14,278,750, only slightly below $14,377,151 carried last year, ac- 


last year. In TV November time charges for four networks totaled $16,-| should be 
877,711, against $13,900,029 last year. For 11 months total TV network | There are seven such newscast 


rank of lieutenant j.g., he joined! er for the 11 months was NBC, with $73,934,637. Others: CBS, $60,745,- 
the Times-Star as a cub ee apace 841; ABC, $16,853,604; DuMont, $8,783,681. 


e Batten, Barton, Durstine & Osborn has transferred Walter A. Tibbals | 4FTRA requests for a basic wee! 


H. P. Kelley, of Russell T. Kelley | 
Ltd., Hamilton, Ont., agency, has 
been elected president of the In- 


ternational Affiliation of Sales &| arate editions carried 15,086 pages of advertising in 1952, an increase | network programming was not: 


Advertising Clubs. Other officers 
elected are Leonard A. Magnuson, | 
Jamestown, N. Y., Ist v.p.; Gene E. | 


vertising, Toronto, 2nd v. 
Charles Hackenburg, Erie, Pa.,| 
3rd v.p.; Ray Hall, Erie, Pa., amar 


ican treasurer; Walter Kiehn, 
National Hosiery Mills Ltd., Ham- 
ilton, Canadian treasurer, and 


Mrs. Zada Bates, Espie Printing 
Co., Toronto, secretary. 


Winchell Sues ‘Post’ 


Walter Winchell has started a. 
$2,000,000 suit against the New|! 
York Post, publisher Dorothy 
Schiff and Editor James A. Wechs- 
ler. A summons has been served 
stating the amount Mr. Winchell 
seeks but giving no grounds for 
the suit. The defendants have until 
Jan. 12 to file an appearance by) 
counsel, following which details of 
the claim must be made public. | 
The Winchell suit comes six days} 
after the Post and Editor Wechsler 
named him as one of the defend- 
ants in a $1,525,000 libel suit (AA, 
Dec. 22). | 


Names Wyckoff & Downard | 


H. V. Carter Co., San Francisco 
distributor of farm, garden, golf 
course and airfield equipment, has | 
appointed Wyckoff & Downard, | 
San Francisco, to handle its ad-| 
vertising and public relations. 
Plans call for magazines and 
newspapers in northern California 
and western Nevada, and the use| 
of direct mail. i 


Jr. from New York to the Hollywood office as supervisor of radio and 


TV production. 


e Reader’s Digest International Editions Inc. reports that the 28 sep- 


of 12.2% over 1951. 


\from the Navy in 1946 with the] time charges were $160,317,763; last year they were $113,742,652. Lead- at WGN. 


a day, has been unable to m 


news commentators. Announc 

| cording to Publishers Information Bureau. For Jan.-Nov. 1952 radio| who read news reports or rep 
totals of the four networks were $146,527,834, us against $160,099,546 | special events, the union sa 
included in AFTR 

| WLS, which operates only h 


| ly wage of $150. 

Executive and supervisory per- 
| sonnel took on the work of the 
| staff announcers after the walkout; 


| affected. WGN is a Mutual affili- 


| | @ Paul Jones, for the past seven years with the Hearst organization | 4te, WGN-TV carries DuMont pro- 
McReynolds, Ontario Outdoor Ad-! in New York, has resigned. He was promotion manager of Hearst Ad- 8tams, and WLS, an independent, 


Stin-Telegraph. 


Miami's Channel 7 
in Controversy as 
Two Others File 


WASHINGTON, Dec, 24—The fate 
of Niles Trammell’s bid for a 
Miami TV career was in doubt this 
week, after two hurriedly organ- 
ized groups filed rival applications 
for Miaini’s Channel 7. 

Biscayne Television Corp., with 
Mr. Trammell as president, had 
been organized by Miami’s two) 
newspapers, which previously, 
were competing for Channel 7. 

In forming the new company, 
they explained that the merger of 
competing interests might elimi- 
nate the need for competitive hear- 
ings, and enable Miami to have its 
second TV station by spring. 


s Immediately after the filing, 
however, FCC received applica- 
tions from two Davenport, Ia., 
business men’ who said they wou!ld 
like to start a Miami station on the 
channel. Later last week, FCC re- 
ceived another application for the 


channel from a group of Miami 
business men headed by Florida 
appliance distributor Jack Stein. 
All three applications will have 
to go into a competitive hearing. 
Meanwhile FCC this week issued 
12 more TV construction per- 
mits, including two for Pitts- 
burgh and one for Buffalo. Last 
week FCC issued 13 permits, in- 
cluding one each for Birmingham, 
Buffalo and Baltimore. The FCC 
has issued 169 permits since the 
lifting of the freeze last July. 


‘Today’ to Be Sold 
in 5-Minute Segments 

Effective Feb. 1, advertisers will 
be able to buy NBC-TV’s “Today” 
in five-minute segments. The new 


plan allows four advertisers to oc- | 


cupy each 25-minute portion of 
the program, each sponsor receiv- 
ing one minute of commercial 
time. Stations will continue to have 
five minutes of every half-hour 
for local sale, plus midway sta- 
tion breaks. Rates will be one- 
fourth of the 30-minute rate or 
15% of the Class.C rate. This will 
increase the cost per participation 
by approximately $300. 


P-; vertising Service, and formerly promotion manager of the Pittsburgh carries American Broadcasting Co. 


programs. 

| Negotiations were at a standstill 
|at press time but Mr. Schlesinger 
| said they might be reopened over 
|the weekend. 


| TRI-CITIES STILL STRUCK 

| Motte, ILi., Dec. 26—Negotia- 
|tions between the International 
| Typographical Union and four 
| newspapers in the Tri-Cities (Mo- 
|line and Rock Island, Ill, and 

Davenport, Ia.) were scheduled 
to reopen this weekend. 

ITU printers on the Rock Island 
| Argus, Moline Dispatch, Daven- 
port Times and Davenport Demo- 
crat went out on strike Dec. 15 
against the four dailies over the 
inclusion of feature material in 
teletypesetter material supplied by 
wire services (AA, Dec. 22). 

The papers are all publishing 
editions averaging 22 to 26 pages 
daily by exchanging mats and 
pooling other resources. Editorial 
and business staff members are 
handling the printers’ jobs. 


Public Letter Moves 


Public Letter Service, Chicago, 
has moved its plant and offices to 
57 W. Grand Ave. 
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Somewhere, there's an advertis- 
ing man who'd fit in fine out 
here in Elgin —a friendly, 40,000- 
city in the Fox-River Valley. 
Only about an hour from Chi- 
cago's Loop—when you want to 
go there. Miles and miles away 
when you don't! 


We make the famous Toast- 
master Toaster and other top- 
quality electrical appliances. 
Here’s a name you'll be proud 
to have linked with yours wher- 
ever you go. | 


You will administer a high six- 
figure budget and have the co- 
operation of a competent staff 


TOASTMASTER 
— SEEKS TOP-FLIGHT 
ADVERTISING MANAGER 


W. E. O'Brien, General Sales Manager 
Toastmaster Products Division 
McGraw Electric Company, Elgin, Illinois 


of four. Appliance experience 
with either an agency or adver- 
tiser will count. But for the right 
man, we could waive that 


You will blend best with other 
“comers” here if you are under 
40. But there, too, birthdays are 
no bar 


We'll pay a good salary com- 
mensurate with your ability. Al- 
so a bonus. 


Write and sell us on your ability. 
Make your letter just as inform- 
ative as you can. Your confi- 
dence will be respected. Address 
your letter to 


Information for Advertisers 


». 4533. Time-Saving Ideas for 
Art Department 
| Why waste time making desgns 
d hunting up label printers is the 
eme of Ever Ready Label Corp.'s 
w “Idea Book” which is a li- 
of ideas based on case his- 
of a million orders from 
wore than 50,000 customers. This 
an exhaustive, but handy cata- 
complete with prices, which 
ould be part of the arma- 
sntarium of every art and pro- 
ction department 


». 4534. Guide to Design of 24- 
Sheet Posters 

From Snider's Poster Process Co. 
mes a highly useful folder, 
“actical Hints on the Application 
Screen Process Techniques for 
» 24-Sheet Artist.” It shows how 


seq in ten sheets, tells money- 
s§ving tricks, explains why rubber 
@ment should not be used in 

unting the art work, and much 

re, Must reading for artists and 
Production men 


No. 4535. Thorough Analysis of Ap- 
pliance Market 
Time’s Research Report #1129 


“The Market for Appliances in 
Time Subscriber Homes’’—is in 


reality an exhaustive survey of the 
entire appliance picture, for all 
kinds of appliances, by family in- 
come, by age of family head, by 
occupation of family head, ete. It 
is wreng to suppose that the sales 
of all appliances go up as the fami- 
ly income increases. It is equally 
unwise to underestimate the re- 
placement and multiple purchase 
markets. Hence the value of this 
revealing study. 


No. 4536. How to Design Packages 
from the Marketing Standpoint 
While there is extensive litera- 
ture available on the esthetics of 
package design, Elrick, Lavidge & 


Note: Inquiries for the items listed above will not be serviced beyond Feb. 9. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Ml. 


—please print or type) 


NAME 
COMPANY 
ADDRESS .... 


-sheet posters are actually proc- | 


Please send me the following (insert number of each item wanted 


Co.'s new book “Fitting Your 
Package to the Marketing Prob- 
lem,” tackles the subject from far 


Advertising Age. December 29, 1952 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for 


number. Deadline Wednesday noon 12 days 


preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING ASSISTANT WANTED 
Nationally known Chicago manufacturer 
of steel fabricated products needs young 
man (25-30) preferably married, as as- 
sistant in advertising dept. Ability to or- 
ganize and get things done more impor- 
tant than creative talent. Should have 
some business experience and understand 
principles of advertising and its coordina- 
tion with sales. Company is sound, well- 
established and aggressive; has fine 
profit-sharing and insurance plan. Good 
salary and opportunity for advancement. 

Box 5486, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

BARNARD 
A service for employers and applicants 
in the fields of advertising and publish- 
ing. Office and Professional. 
CEntral 6-3178 176 W. Adams Street 
FRED J. MASTERSON 
ADVERTISING-PUBLISHIN 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
RESEARCH DIRECTOR: Capable man to 
head up research department for large 
midwest metropolitan daily. Fxperience on 
newspaper or magazine research pre- 
ferred. Position offers man advantages of 


|} employment including very liberal vaca- 


| 
| 


more basic angles. It tells what| 


management should expect a pack- 
age to do, provides a 22-point 
package marketing problem check 
list with extensive comment on ali 
points, tells how to guide the de-| 
signer, how to test proposed de- 
signs, and how to estimate long- 
range effects. Recommended read-| 


ing | 
| No. 4537. Selling Tools for Dallas | 
The Dallas Chamber of Com- 


Area. 
} 


merce offers a package of selling | 

|tools consisting of the following: | 
1952 Business Data Sheet of the! 
Dallas Southwest; a_ three-color 
map of the Dallas Southwest; and 
a “how to do it’’ monograph based | 
on a study of 227 local and national 
firms operating and distributing 
out of Dallas 


No. 4538. New Jersey Farms Are 

Big Business 

Comparing the average U.S. 
cash income per farm of $6,093) 
with New Jersey's $14,098, New 
Jersey Farm and Garden offers a| 
revealing new study, “Nobody 
Likes to Get Stuck,” demonstrating | 
the unusual selling opportunities 
to farmers in the Garden State, for | 
feed, chicks, tractors, trucks, gas, | 
oil, fertilizer, power units, LP-gas, 
and much more. 


No. 4544. Data U.S. Catholic 

Population. 

“Catholic Population Statistics” 
is a new data folder offered by 
Catholic School Journal. It gives a 
complete breakdown of Catholic 
population as against total popula- 
tion in each state, plus major dio- 
cesan figures giving complete data 
to evaluate the Catholic school 
market. A diocesan map of the 
U.S. is included. 


on 


| tions, hospitalization insurance, etc. Here's 
|}a challenge to a man 


who can develop 
real sales ammunition. Write in full to 
Box 5477, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ARTIST WANTED 
Immediate opening for good experienced 
artist with an Ohio agency. Must be able 
to produce sparkling comps, some finished 
art and lettering. Send samples with com- 
plete resume and salary requirements. 
Box 5476, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lil. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO II, Ill 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 


Available 
MEDICAL COPYWRITER 
Experienced in direct mail and general 
advertising of ETHICAL PHARMACEL- 
TICALS, NUTRITIONAL SPECIALTIES, 
and PROPRIETARIES. 
- Box 5483, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il! 


A.E. OR ADV. MGR. 
10 yrs. sales promotion followed by 9 yrs 


8 Project Areas 
Studied by NIAA 
Research Institute 


CLEVELAND, Dec. 23-—-The Indus- 
| trial Advertising Research Insti- 
| tute has defined eight broad proj- 
)ect areas that it regards as having 
top research priority. 

Lawrence J. Tidrick, managing 
director of the recently formed re- 
search arm of the National Indus- 
trial Advertisers Assn., listed the 
project areas as follows: 

Care and handling of inquiries; 
how to establish industrial adver- 


A. E. with 4-A agency (present employ- | tising budgets; methods by which 


ment) seeks place in growing, progressive | 


agency cr as adv. mgr. in business that 
needs supercharging. Heavy on industrials 
. some consumer. Self-starter. . .knows 
the rules and how to make them work 
Age 41, health excellent, family man, get 
along well with people, good references. 
Salary 10.900 

Box 5485, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SALESMAN—TV FILMS 
Successful, salesman, with good sales 
background, is seeking opportunity to en- 
ter field. Age 27, single clean-cut ambi- 
tious, with sales ability, hard work and 
enthusiasm to give to the right firm. 

Box 5484, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y 


MISCELLANEOUS 


SHOPPER-STOPPER BARGAIN 
Policy change makes immediately avail- 
able 


fifteen-self-cortained counter-size 


an advertiser can measure the ef- 
| fectiveness of his ad campaign; es- 
| tablishment of reliable readership 
measurement methods; what ad- 
vertisers want from publishers; di- 
rect mail; exhibits, and trade 
|shows and conventions. 

| Mr. Tidrick said the areas were 
| determined from interviews he has 
|held with the institute’s 11-man 
| technical advisory council. Gener- 
jal agreement was reached that 
these areas should receive imme- 
diate consideration by the institute. 


Three Join Earle Ludgin 
Earle Ludgin & Co., Chicago, 


automatic projectors. Continously show 18| has added three new members to 


black 
from rear onto 7” x 9%” 
screen. Ideal for showcase, reception 
room, point-of-sale. Like new condition 
Cost 
each. 

Box 5482, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 


209 S. State St. Ha 7-2063 Chicago or Tobe's - Niagara on the Lake, Canada 
IS YOUR 
BUSINESS 
SALES 
FOR SALE? 
EXECUTIVE 


Is looking for the right job with 
a top-flight appliance manufac- 
turer or advertising agency. 
Seven years experience in Radio, 
Television and White Goods in- 
dustry . . . sales promotion to 
market research to national 
newspaper advertising to sales 
management. Accustomed to or- 
ganizing conventions, holding 
group sales meetings, marketing 
and supervision of product de- 
velopment programs. Only re- 
quirements are a five figure sal- 
ary plus an incentive bonus; a 
Chicago area headquarters and 
an ambitious management. Re- 
plies will be held in strict con- 
fidence. Address Box 349, Ad- 
vertising Age, 200 E. Illinois St., 
Chicago 11, Ill. 


The classified columns of 
Advertising Age are often 
used successfully to start 
negotiations on major 
deals. Advertising Age 
reaches an important 
group of people—many 
of them with important 
money to invest. 


WANTED — 
CREATIVE COPYWRITER 


4-A Chicago agency offers good 
salary and real opportunity to 
man with three or more years 
agency copy experience includ- 
ing package goods. Must be able 
to develop fresh, sound cam- 
paign ideas for newspaper and 
magazine advertising. Please 
outline experience, listing some 
accounts worked on. Your letter 
will be kept confidential. Our 
writers know about this ad. Re- 
ply Box No. 347, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Ill. 


and white or color still pictures 
unbreakable 


us $137.75. Yours for only $69.50 


Outstanding opportunity 
automotive field representatives 


Leading advertising agency, with headquarters in New York 
and branch offices in Detroit and other cities, has openings 
for two or three ambitious field representatives whose pri- 
mary duties will be to contact the field sales personnel, lead- 
ing dealers and dealer associations of a major manufacturer 


of new passenger cars. 


Must know problems of dealers retailing new passenger 
cars, and the advertising and merchandising of those cars at 
the local level. Advertising agency experience desirable, but 


not necessary. 


The men concerned will headquarter in a centrally located 
city in their territories. Men who wish to headquarter in 
Atlanta, Dallas, Kansas City, and Los Angeles or San Fran- 


cisco particularly desired. 


The positions will entail considerable travel. All expenses 
when traveling will be reimbursed. Generous salary, depend- 
ing on qualifications and experience. 

If interested in building a real future in such a position, 
send complete résumé with careful analysis of experience in 
automotive retailing and in advertising to Box No. 351, 
Advertising Age, 801 Second Ave., New York 17, N. Y. 


jits staff. They are John H. Baxter, 

formerly a group creative head for 
|Leo Burnett Co., Chicago, as a 
;member of the creative staff; Les- 
ter F. Lilliston, formerly with 
Tatham-Laird, Chicago, an ac- 
count executive, and Arnold S. 
Watson Jr., formerly with Stemar 
Co., Chicago, in the production de- 
partment. 


Baron Joins ‘Redbook’ 


Harold Baron, former feature 
editor of Today’s Woman, has 
joined Redbook as articles editor. 
He succeeds John B. Danby, who 
was recently named executive edi- 
tor. 


Esquire Inc. Boosts Shurman 


Jack Shurman, who has been 
newsstand promotion manager of 
Esquire, has been promoted to 
newsstand promotion director for 
Esquire Inc. 


INDUSTRIAL SPACE SALESMAN 


If you are a young man in good 
health and want to work like the 
devil on a good, solid industrial 
magazine—if you are free to go 
where opportunity is—if you are 
willing to possibly make a sacrifice 
while you are learning something 
about the industry and the maga- 
zine—if you want a job where you 
are expected to work hard and 
intelligently and where the pay 


will be limited only by what you 
can and will do . . . this may be 
the spot for you. We don’t want a 
floater. This is no short term deal 
but a sound, well established op- 
eration. Our personnel know of 
this ad, so lay it on the line with 
full details when vou write. We 
will consider your letter confi- 
dential, and if it looks like you 
are the man, we will contact you 
for an interview. 
Box 348, Advertising Age 

200 E. Illinois St., Chicago 11, Ml. 


ACCOUNT EXECUTIVE 


If you need a top-level execu- 
tive for a challenging assign- 
ment, let me send you a résumé 
of my business experience. 

I'm 34, and have had twelve 
years of experience with two 
leading national agencies cover- 
ing all phases of our business. 
I recently resigned position of 
complete responsibility for han- 
dling of important national ac- 
counts in several different fields. 
I've been successful in improv- 
ing client sales and agency bill- 
ing. I will make money for my 
associates. 

Let me send you a detailed 
résumé, and then you decide 
whether we should get together. 
Box 350, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, I] 
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Slow Pay on TV Station Bills May 


Induce Adoption of 


(Continued from Page 2) 
staffed with the same people try- 
ing to do two or three times as 
much work as they did before TV.” 


® He characterized the tendency 
to get behind in payments as 
pretty general, with large agencies 
showing up on the list along with 
small ones. The incentive discount 


might help, particularly in view | 


of the rising costs of TV, he feels. 
Another supporter of the dis- 


count believes the dilemma stems | 
partly from the high cost of tele-| 


vision. “If an agency has a sub- 
stantial amount of TV billing, it 
is sometimes hard to get those dol- 
lars together—particularly if their 
clients don’t pay promptly,” a 
spokesman for this company said. 
Delinquent names showing up at 
this company not infrequently in- 
clude some of advertising’s top 
agencies. 

A third representative reported 
that payments are a bit slower 
in TV—and radio—than they were 
a few years ago. An official of 
this company said the agency at- 
titude sometimes seems to be one 
of we'’ll-pay- when-we-get-around- 
to-it-if-y ou-don’t-give-us-a-2%- 
discount. 


@ The only large representative 
which directly handles billing and 
collecting for its stations said there 
is some tardiness in payment, par- 
ticularly among marginal agencies 
and accounts which are new to 
advertising. 

A principal of this company 
pointed out that TV has enabled 
some products to get overnight 
distribution via mail order with- 
out ever having retail outlets. 
These companies can pile up big 
bills on TV very fast, he said, and 
“the money may not be there to 
pay for them when the time comes. 
He added that this type of slow- 
paying account has been cut down 
by the rigorous rules governing 
the acceptance of mail order prod- 
ucts. 

Only one representative con- 
tacted came out flatly and strongly 
against the move. This company, 
which handles TV stations only, 
said it has had no real trouble 
with slow-paying accounts. 

“Once in a great while when 
there is a young bookkeeper or 
something of the sort, a bill may 
come in late,” was the comment. 


8 Speaking from the other side of 
the fence, a time buyer of one of 
the biggest agencies said one rea- | 
son TV’s collections may be 
slower than radio is that informa- 
tion frequently is slow in coming 
through to the agency. And when 
it does arrive—and this is true 
for network bills with their myriad 
production breakdowns as well as 
spot bills—it is frequently incom- 
plete. 

“Suppose we get a bill from a 


2% Cash Discount 


association, under the direction of 
its media committee headed by 
H. H. Dobberteen of Foote, Cone 
& Belding, has a new slide film 
with an accompanying booklet 
succinctly summarizing the argu- 
ments for the incentive discount. 
Showings of the film to date have 
been primarily before Four A’s 
members, but some media groups 
also have seen it. 

The Four A’s booklet, which 
is attractively illustrated with 
cartoons and clearly written, tells 
what the “customary 2% discount” 
is, how it works, why it is in the 
interest of all concerned and which 
media support the policy. 

The medium, says the booklet, 
provides the 2% cash discount for 
payment within a certain period 
(usually 10 days); the agency 
“clearly shows the 2% cash dis- 
count on its invoice to the adver- 
tiser, to be deducted by the ad- 
vertiser when he earns it by pay- 
ing promptly. The agency does not 
customarily keep the 2% cash dis- 
count.” 


= Printed media have long used | 


this inducement to spur their ad- 
vertisers to prompt payment, with 
overwhelming majorities of news- 
papers, magazines, business pa- 
pers, farm publications, etc., al- 
lowing a cash discount. Radio and 
TV stations 


tion advertising companies. The 
four major radio networks make 


two points of their frequency dis- | 


counts contingent on prompt pay- 
ment as do all the TV networks 
except DuMont. 7 


® Less than 10% of the country’s 
more than 2,000 AM stations al- 
low the cash discount, though some 
do have a “contingent” clause in 
their contracts and others add a 
2% penalty for slow paying clients. 
The latter system is employed by 
several of the country’s 120-odd 
TV stations. And a few of them 
allow the 2% cash discount. Re- 
cently three stations were added to 
this list—-WHUM-TV, Reading, 
Pa.; WHIO-TV, Dayton, and 
KFEL-TV, Denver. 

Several agencies use stickers of 
one sort or another on their con- 
tracts as a constant reminder to 
radio and TV salesmen that the 
issue hasn’t been forgotten. Wil- 
liam Esty & Co., for example, has 
a yellow sticker, which reads: 

“The 2% cash discount is passed 


are the traditional! J 
non-believers, as are transporta-| § 


Glamorene Switches Its 
Account from JWT to R&R 


Glamorene Inc., New York 
maker of the rug cleaner, has 
'dropped J. Walter Thompson Co. 
‘after less than a year because of 
|“differing viewpoints.” The ac- 
‘count now goes to Ruthrauff & 
Ryan, where it is expected to bill 
more than $500,000. | 

John G. Williams, Glamorene 
advertising manager, said he 
would soon release details of a na- 
tional spring campaign, “involving 
extensive and unusual use of all 
major media.” 


Hecker Shifts to New York 
| William J. Hecker, formerly 
manager of the Cincinnati office of | 
Cecil & Presbrey, is now located) 
in the agency’s New York head- 
quarters. Reg Lowander, previous- 
ly with Red Top Brewing Co., has 
been appointed Cincinnati branch | 
manager. 
Vladimir Promotes Ringrose 
Irwin Vladimir & Co., New York, | 
has promoted Evelyn Ringrose to 
account supervisor for its Chicago | 
office. 


Curran Joins Hicks & Greist 

Virginia Curran, formerly with 
Batten, Barton, Durstine & Osborn, 
has joined Hicks & Greist, New 
York, as assistant to the director 
of radio and TV. 


Crosley Buys WLTV, Atlanta 
Crosley Broadcasting Corp., Cin- 
cinnati, has negotiated for the pur- 
chase of all outstanding capital 
stock of Broadcasting Inc., owner 
of WLTV, Atlanta TV station. For- 


ay 


mal application for 


approval 
the Federal Communications Com- 
mission will be made shortly. 


by 


Jump, SHOUT, wusrix 
ALL YOU WANT... but 


L LET WALK put rhythm in your 
Prone MOees = expressions — for better results. 
46134 coccccesccsesseesece 


JAY PWi SoytaTisine TrpecRAPNER 


Using GRAIL tn Selected Areas! 


| gue AD-VER-TIS-ER, INC., FORT WAYNE. INDIANA 


1 ee as 


oe 
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for everybody 


along by this agency to its clients. 
It enables us to collect promptly | 


}and pay you promptly. We urge 


you to adopt it with your next} 
rate card.” 


Newsprint Consumption Up 
3.5% Over November, 1951 

A total of 416,974 tons of news- 
print was used in November by 
dailies reporting to the American 
Newspaper Publishers Assn.—a 
gain of 3.5% over the same month 


TV station which shows only one 
spot was run for a client last week 
when three were ordered. Then 
our billing department must get in| 
touch with the representative who 
then gets in touch with the station | 
to find out what happened,” she | 
said. 

“Nowadays in such cases to save 
time we usually go directly to 
the station. But in a mixup of this | 
sort we feel the station should 
make good or credit the missing | 
spots; we certainly don’t feel de- 
linquent about paying a bill until | 
we get it exactly as it should be,” 
the time buyer continued. 


® Agencies generally are all for, 
the 2% cash discount—whatever 
the media. This has been the tradi- 
tional position of the American 
Assn. of Advertising Agencies. The 


|last year when 402,829 tons were 


consumed. Total estimated news- 
print consumption in the U.S. for 
last month was 555,966 tons, com- | 


|pared with 533,548 tons for No- 


vember a year ago. 

For the first 11: months of 1952, 
an estimated 5,552,815 tons were 
used. The same period last year 
saw 5,461,245 tons consumed. 


Promotes F. H. Meendsen 

Union Bag & Paper Corp., New 
York, has elected F. H. Meendsen 
v.p. in charge of advertising, sales 
promotion and sales training. Mr. 
Meendsen has been a member of 
the organization since 1945. 


|Meter-Ad Granted Charter 
Meter-Ad of East Tennessee Inc., | 
Chattanooga, has been granted a 
charter by the secretary of state 
to handle parking meter advertis- 
ing. 
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One bill 
In new 


fe 


...Since September, 1951! There are 


259,097 more families on “McCall Street” 
today than there were a year ago. The 
average family income is $4725.* 


Multiply! You get $1,224,233,325. 

That’s the extra buying power produced 
by just one year’s increase in McCall's 
circulation. 

Month after month since November, 1950, 


McCall’s circulation has shown a gain over 
the same month of the preceding year...a 


ion dollars 
, urchasing| 
sf power has moved] 


record of 25 consecutive months of circu- 
lation growth. 


Why the steady growth? 


Women like McCall’s. McCall’s talks a 
woman’s language... gives her the IDEAS 
she needs to buy for her home and family. 


What do advertisers think of this? 


Advertisers are currently investing more 
dollars in McCall’s than ever before in our 
history! 


* Starch Consumer Magazine Report, 45th Edition 


OVER 4,200,000 ABC CIRCULATION 
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